PRINTERS’ INK. 


d JOURNAL FOR ADVERTISERS. 








VoL. LIII. NEW YORK, NovemMBER 22, 1005. , No. 8. 
en 
INDIANAPOLIS STAR Sells 
More Than 20,000 Patterns 


The INDIANAPOLIS STAR is 
the only Indianapolig paper which 
devotes an entire section exclusively 








trated by the fact that there has been more than 20,000 
patterns sold from the Star’s pattern dep’t this season. 


If you have a Christmas or Thanksgiving proposition, 
advertise it ina daily medium that all the women read. 





THE STAR LEAGUE Dailies 


are the only morning newspapers 
published in Indianapolis, Muncie 
and Terre Haute. They have a 
combined circulation of 140,000 
daily. Nearly one-third of the Indi- 
ana homes are visited by one of these 
publications. 


STAR PUBLISHING CO, Star Bldg., Indianapolis, Ind. 


for the feminine world. 
That the women of Indiana appreciate this is demons- 





C. J. BILLSON, Tribune Building, New York City, 
Eastern Representative. 
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To Advertisers 


We show below the three 
next closing dates of 


The Butterick Trio 


February Issue, Forms close December [0th 
March Issue, - Forms close January 10th 
April Issue, - - Forms close February 40th 


Each of these Numbers will have a circula- 
tion in excess of 


1,500,000 copies 


and every copy will go into a home. If 
you want to reach not less than 


7,500,000 Readers 


simultaneously.in every State in the Union, 
advertise in The Butterick Trio. This one 
field is large enough to bring success to 
any advertising proposition. 


RALPH TILTON, Manager of Advertising 
Butterick Building, New York 


W. H. BLACK, Western Advertising Manager, First National Bank 
Building, Chicago, Ill. 
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FORTY YEARS AN ADVER- 
TISING AGENT. 


By Mr. George P. Rowell. 


FORTY-SEVENTH PAPER—FIVE MORE 
WILL COMPLETE THE SERIES, 


In my boyhood on the farm, so 
isolated in a region of much for- 
est and few converiiences for ob- 
taining supplies, nothing was ever 
thrown away. A disused axe, a 
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for the preparation of these pa- 
pers, I began to make notes of 
ideas and incidents, as they oc- 
curred to me, and these were used 
and disposed of as one paper after 
another was handed over to the 
compositor. In approaching the 
final wind-up, however, there re- 
mained a considerable number of 
such notes, that had either failed 
to fit in anywhere, or were after- 
thoughts that presented them- 
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J. WesLtey BARBER—THE Boston ADVERTISING AGENT. 


broken chain link, a rusty nail, an 
old thimble—every bit of odds 
and ends—was tossed into a cor- 
ner in a disused shed; and, after 
a search there, my father was 
often heard to assert there 
was not in his possession any 
‘other thing that so often and so 
fully, as “the old iron box,” could 
be counted on to meet his urgent 


need. 
While collecting my thoughts 


selves when it was too late to 
assign them to the precise chap- 
ter in which they belonged. It 
has become apparent that if no 
material is to be abandoned as 
worthless—even though it may 
actually be so—it will be neces- 
sary to string the incidents and 
ideas that compose the aftermath 
—the left over part—of his junk 
shop of memories, without any 
particular regard to sequence or 
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connection. The last two or three 
papers have been of this order, 
and so also will be most of those 
that follow, to complete the con- 
templated series of fifty-two. If 
any one finds in them matter of 
interest, it is well; if nothing of 
the sort is discovered, it may still 
be hoped that little harm will 
have been done. 

How well I remember the ex- 
pensive desk I bought for my pri- 
vate office, in the Times Building, 
at the time I took possession 
there; that cost a hundred and 
fifty dollars, and seemed a piece 
of unpardonable extravagance. 
Mr. Kent has it at his house at 
the present day and I am glad it 
has never found its way to a 
second-hand shop nor an auction 
room. 

How vivid is the picture, to my 
mind’s eye,-of the time when it 
seemed wise to cut off something 
from the length of the day at the 
office; how it was with something 
like a guilty feeling that I went 
away, in broad day-light—perhaps 
not later than four o’clock of a 
summer afternoon: and one day 
when there was_ snow on the 
ground, and a coachman in livery 
came for me, with a handsome 
pair of horses, a sleigh with 
brightest varnish and luxurious 
bear-skin robes, I sincerely hoped 
that no one would see me, as I 
took my proprietor’s seat and was 
driven away. 

One thing after another comes 
to mind, the older in point of 
time the more distinct the memory 
* of the details. 

There was an experience with 
the old firm of Bent & Bush, 
fashionable Boston hatters, who 
cheerfully paid a bill for adver- 
tising a certain style of hat, and 
it occurred to me to wonder that 
the profits on that particular ar- 
ticle could warrant so large an 
expenditure, and was told that the 
retail price of the entire invoice 
would not cover half the ad- 
vertising outlay; but the venture 
had been satisfactory, because ‘not 
one in ten of the customers the 
announcement brought to the 
store bought the hat they came to 
see; but all were glad to have 
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seen the new thing, and most of 
them bought some other ‘hat, out 
of stock, and there was a reason- 
able likelihood that some would 
become regular customers. Also 
the similar experience of a cloth- 
ing dealer in Dock Square whose 
advertisement of an _ all-wool 
overcoat for $15 brought the great 
Edward Everett there to fit out 
his coachman, and how, although 
pleased with the garment shown 
him, he finally paid $25 and se- 
cured a better one. 

Among the Boston memories 
there was Curtis Guild, then as 
now publisher of that sterling 
business publication, the Commer- 
cial Bulletin, which is one of the 
small number of papers to which 
Rowell’s American Newspaper 
Directory has long accorded that 
emblem of excellence, the so- 
called Gold Mark. Tall, young, 
handsome energetic, earnest, Mr. 
Guild was one of the few news- 
paper men I have known who 
early believed there would be 
a profit in advertising his own 
wares, He made his paper a suc- 
cess and acquired a prosperity that 
surprised those who did not ob- 
serve the excellence of this meth- 
ods and the earnest attention he 
paid to the conduct of his affairs. 
His canvassers went everywhere, 
and from them more than one 
successful man of business has 
been developed. I suppose his 
son, Curtis Guild, Jr., recently 
elected Governor, is something 
like what his father was then. 

Mr. Guild wrote two books of 
travel—“Over the Ocean,” and 
“Abroad Again’—that I thought 
excellent specimens of that kind 
of literature. I crossed with him 
on one of his trips and remember 
being introduced to a Mr. C. A. 
Richards, who became conspicuous 
in connection with the early Bos- 
ton street-car extension, but at 
that time had the best example, 
in that city, of a store where good 
things in bottles could be bought. 
Guild had a state-room with 
Richards for a neighbor on one 
side and a department marked 
“W. C.” on the other,. and had 
remonstrated at the steamship 
office against being sandwiched 

(Continued on page 6.) 
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WASHINGTON, D. C. 


Each has the largest, the best, 
and the only sworn circulation 
in the District of Columbia. 














@ That this circulation produces re- 
sults is attested by the advertising 
figures. 
{in OCTOBER The Star printed 
2622.51 columns of paid advertising, 
being 623.68 columns more than were 
printed by its nearest contemporary. 
It printed an average of 84.59 col- 
umns of paid advertising per day, be- 
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paid, classified advertising, being 
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vertising, The Evening Star and The 
Sunday Star completely cover the 
field. Ask any advertising agent. 
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between two “Wine Cellars.” 
Richards was wealthy, and I re- 
call his standing one day on the 
deck, smoking a pipe—his daugh- 
ter leaning on his arm—when 
Guild came up, filled his briar- 
wood from Richards’ pouch, and 
turning to me, but glancing at the 
girl, made the apt remark, 
“Richards has a pretty daughter— 
and capital ter-back-er.” 

His brother, Ben Guild, long 
associated with him, was, to the 
end of his life, one of the news- 
paper men who were in the habit 
of now and then dropping in on 
me at the office, and I was always 
glad to see him. He had a larger 
fund of good stories than almost 
any man I ever met. I never 
think of him without having my 
mind carried back to the charm- 
ing figure of a girl, whom I, as a 
boy, had noted on Washington 
street, from time to time, as one of 
the most attractive to be seen 
upon the promenade of that day; 
and who afterwards became his 
wife. He had a keen sense of 
humor; and any one who remem- 
bers the peculiar walk that was 
characteristic of Henry G. Parker, 
who succeeded Billy Clapp as 
publisher of the Saturday Even- 
ing Gazette, will appreciate the 
point he had in mind when he told 
of walking down Water street 
past the old paper warehouse of 
Rice, Kendall & Co., where two 
men were unloading a truck and, 
as Parker went by, one nudged 
the other in the ribs, directing his 
attention to the passer-by, by 
pointing over his shoulder with 
his thumb, and said, in a loud 
whisper “Jack the Giant Killer!” 

I have spoken of Curtis Guild 
as young, active, handsome. That 
must have been some time ago, 
for I called at his office the last 
time I was in Boston, and on in- 
quiring for him was told, “The 
old gentleman don’t come down 
very often. I don’t think he has 
been there for a month. He is not 
very well and is rather lame.” 
Alas, we get over being young and 
handsome—let us hope the soul is 
and will be ever young and ever 
beautiful. 

On the occasion of the dedi- 


cation of the statue of Daniel 
Webster that stands in front of 
the State House, in Boston; Ed- 
ward Everett was to deliver the 
oration. It wa. a stormy day and 
there was talk of a postponement. 
I remember hearing the subject 
discussed. “The Mayor wants it 
postponed,” said the speaker, “and 
Mr. Everett wants it postponed, 
but Billy Clapp doesn’t want it 
postponed and it won’t be.” This 
was W. W. Clapp, so long publish- 
er of the Saturday Evening Ga- 
zette, and—after Charley Rogers’ 
time—of the Boston Journal. It 
may be mentioned—in passing— 
that the ceremonies were not 
postponed. I further remember in 
connection with that occasion that 
Mr. Everett, apotheosizing the 
statue, said, “It 1s him; ah, him} 
as he stood, as he looked, as he 
wished to be remembered, as we 
‘would wish to see him represent- 
ed.” Critics wrote to the papers 
criticising Mr. Everett’s grammar, 
but Col. Greene, of the Post, had 
the opinion that Mr. Everett 
knew what he wanted to say. 

In the early years of my busi- 
ness career ] had that confidence 
that is so conducive to success, to 
the extent that when I went out 
to see an advertiser who contem- 
plated placing an order, I would 
hardly thank a man to assure or 
insure me that I would get it. 
One day I went to Hartford 
where the subscription book men 
were then doing a lively business. 
My competitor, Mr. Pettengill, 
was on the same train but T did 
not know it. I went into one 
office on Asylum street while he 
visited another. I secured my 
order while in his case it was 
arranged that he should call again 
later in the day. His next call 
was where I had preceded him, 
and it so chanced that he followed 
me over the entire route. My last 
call was at the place where he 
made his first one, and there I also 
secured a small order. We met 
at the station; I had taken six 
orders, he not one. 

The Directory newspaper circu. 
lation ratings were always getting 
me ‘into trouble, There was a time 
when Harper's Weekly seemed to 

(Continued on page 8.) 
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be the leading newspaper in the 
country, from an  advertiser’s 
standpoint. Ours was a leading 
advertising agency, probably it 
had become the leading one. On 
every estimate we mentioned 
Harper's Weekly. If a man would 
make an experiment in advertis- 
ing, but would spend little money 
at the start, we put him into this 
paper, even if he took no other. 
Advertisements in it cost $2 a line 
each insertion, and for the outside 
page $4 a line. We were paying 
the paper, possibly, as much as 
$5,000 a month; but as circulation 
‘ statements from the office fell 
short of being definite, there came 
a time when the rating accorded 
by our Directory failed to be sat- 
isfactory to the publishers of the 
paper, dnd I went to Franklin 
Square, one day, to talk the mat- 
ter over. The original members 
of the firm had passed away. It 
was the second generation that 
took an interest in the conference, 
I explained that we had to have 
the same sort of statement from 
one paper as from another. What 
we asked from the “Bungtown 
Banner” we were obliged to re- 
quire from Harper's Weekly. 
There was a pause, the gentlemen 
looked at each other and one 
quietly said to the others, “It 
seems to me that if Mr. Rowell 
talks that way, we don’t want to 
continue to do business with him ;” 
and the others, in a rather indif, 
ferent way, appeared to coincide 
with that view. There was noth- 
ing more to be said and I came 
away, and the next advertising 
order sent from the Rowell Agen- 
cy was refused. There was no 
serious difficulty about securing 
the insertion by sending the order 
through another agency, and, as 
the paper was named on all the 
estimates we had out and in most 
of the letters we had issued, re- 
commending this paper and that, 
we for a time received about as 
much business for it as ever. Nat- 
urally, however, we became less 
urgent in our recommendation of 
it; perhaps we even began to sus- 
pect that we might have been 
overvaluing it. The publishers 


and I were on good terms enough. 
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The very one who made the sug- 
gestion to close the account, after. 
wards visited me at my house and 
invited me to his. By and by the 
rule was rescinded and that part 
of the difficulty removed, but in 
the meantime we had gotten out 
of the habit of recommending the 
paper, and a time’ came when in- 
stead of sending advertising to it 
to the amount of $5,000 a month I 
doubt if so much as $5,000 went 
to it, upon orders from our Agen- 
cy, in some periods of five years. 
When, a long time after, the old 
house of Harper Brothers failed, 
I could but wonder whether the 
firm had been as successful in 
shutting off streams of revenue 
from other sources as they had 
been in the one case in which I 
had been so intimately concerned. 

I was discussing the circum- 
stance with one of the senior 
members of the house of D. 
Appleton & Co., once, and he said 
I was wrong; that I would be 
justified in considering the char- 
acter of the publisher, and not be- 
ing so exacting when that was 
high as I had to be in other cases, 
His firm was, at the time, issuing 
an excellent weekly, called Ap. 
tleton’s Journal, that, like Hearth 
and Home, for some reason failed 
to gain ‘public fayor. It did not 
live many years and it would be 
my impression that its publishers 
never did make a circulation re- 
port. Publishers of high charac- 
ter owning papers also of high 
character, that appeal to an ex- 
clusive and specially intellectual 
constituency, are given to bein 
super-sensitive on the subject of 
circulation. 

The only time I can recol- 
lect having a circulation report 
from Mr. Henry C. Bowen, long 
owner and publisher of that su- 
perlatively excellent and excep- 
tionally successful religious paper, 
The Independent, he sent a man 
to me with a piece of white paper, 
about half as large as a postal 
card, upon which was written in 
pencil the figures 67,000, and the 
man said—that Mr. Bowen said— 
that that was the circulation of 
his paper, and that he sent it to 
me in reply to my application for 

















a statement upon which a circula- 
tion rating might be based. I 
knew Mr. Bowen very well in- 
deed, and it is quite possible I 
ought to have accepted the pencil 
slip with confidence; but if I had, 
and taken others in like good 
faith, I feel certain the reputation 
of the Directory for conveying re- 
liable information would fall 
something short of that it has to- 
day. In after years Mr. Bowen 
once sent for me, and on my ap- 
pearance at his office, expressed 
an ardent desire to be freed from 
the annoyance of being called on 
annually for a circulation state. 
ment, and wished to learn if there 
did not exist some method where- 
by he might escape an affliction 
that had become distasteful to him 
to a degree he could hardly 
express. Being told that there 
was one; that to stop the publish- 
ing of his paper would be found 
an effective remedy for the evil 
of which he complained, he 
shrugged his shoulders but ex- 
pressed no appreciation of the 
plan suggested. He adopted it, 
however, some years later—at the 
age of eighty-four. Clarence, his 
son, does not allow himself to be 
annoyed by such requests. He 
knows the uses of a waste basket. 

The persistency with which 
many publishers of most excellent 
papers will decline to tell the Di. 
rectory editor what he would like 
to know, and how willing the 
same man often is to tell him a 
great deal that he does not care to 
know, never fails to amaze me. 
One conspicuous case at the pres- 
ent time is that of Vogue, the 
fashion paper far excellence of 
New York. The publisher of 
this excellent weekly believes in 
the Directory, believes its pub. 
lishers are honest and the Direc. 
tory a monumental work. He is 
ready to throw open his books and 
show his circulation not only for 
a year but for several years, and 
to prove the accuracy of the fig- 
ures by his cash receipts; but he 
will not personally write down a 
statement of what his circulation 
is and sign it. The Directory 
editor, on his part, says that if he 
should undertake to present him- 
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self in person for the purpose of 
examining the books of all the 
20,000 papers he attempts to’ rate, 
he would not only be overworked, 
but before he got through he be- 
lieves some one of the 20,000 
would succeed in fooling him. On 
this account he never attempts 
making an examination until after 
a publisher has made a report and 
somebody has doubted its ac- 
curacy. 

How well I remember the be- 
ginning of the Sapolio advertise- 
ments. I saw the first one in the 
New York Times, more than 
thirty years ago. There was a 
small picture of a man’s _ head, 
next day a picture of a sauce-pan, 
frying-pan or some other kind of 
a pan.- Next day the picture rep- 
resented the man’s head reflected 
in the supposed to be shining sur- 
face ‘of the pan of character not 
fully determined, and finally the 
appearance of the then new and 
strange word SAPOLIO, followed by 
the information that applied to 
the pan as directed, a reflection 
would be or could be produced as 
shown in the picture. The article 
must have been good. It must 
have had some immediate sale, but 
it is my impression that it was 
many years before the income 
equaled the outgo; and, if the 
owners never got over the brink 
of bankruptcy, I am confident they 
were for a considerable time on 
the ragged edge. It is a satisfac- 
tion to know of late years they 
are on velvet, and have been ever 
since the versatile Artemas Ward 
was placed at the helm and took 
command, in all their subsequent 
voyages of publicity. 

“Calculation!” was the terse re- 
sponse attributed to the Squire, 
who had married a widow a few 
months before, when the lady ex- 
pressed to him a fear that a con- 
dition had arisen that might have 
been foreseen considering the in- 
timate relation that existed. When 
the writer was recently told by a 
brother advertising agent—that 
Mr. J. Wesley Barber of Boston, 
whose photographs in 1864 and 
1904 are reproduced in these pages 
to show how forty years can 
change a man—that he seemed to 
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have raked his memory for every 
incident that ever occurred, and to 
have set them all down in these 
papers; with a smaller faculty for 
condensation, he felt inclined to 
say in reply, “That has been the 
calculation !” 


rr. oo 
PUSHING NOVELTIES. 
No. 1 Madison Avenue, 
New York, Nov. 9, 1905- 
Editor of Printers’ Ink: 

The advertisement which I inserted 
in the special bank issue has brought 
me returns, but has revealed something 
which is even more important, and 
that is that the novelty advertising men 
have no special avenue of communi- 
cation with the advertiser, and I have 
suggested that they get together and 
produce enough business for you, in 
order to warrant you carrying a special 
department ‘of one or two pages. 

» myself, have “thought the matter 
over carefully and have concluded that 
I will try to create a selling department 
in this city for all manufacturers who 
care to have their samples exhibited. 

In other words, instead of working 
a scheme to have an occasional display 
with space charged at so much per foot, 
and the exhibition only temporary, my 
idea is to create a headquarters in New 
York City for manufacturers every- 
where throughout the country where 
samples can be seen and goods actually 
sold all the year round. 

We have a corps of salesmen, and 
would advertise these articles and 
solicit business for such as are most 
meritorious. 

This is a general outline of the plan 
I am developing, and concerning which 
I will send you some advertising as 
soon as I have the literature properly 

repared, 

‘ As a straw which shows how the 
wind blows, it would perhaps surprise 
you to know that I have secured more 
answers from my ad regarding novelty 
manufacturers than I did from a sim- 
ilar space for newspaper represen- 


tation. Yours very truly, 
" er ra Brown. 
———_~+o2—___—_ 
THE VICIOUS PRACTICE 
ABANDONED. 


44-60 East Twenty-third Street, 
New York, Nov 10, 1905. 

Editor of Printers’ INK: : 

I notice that you publish in your list 
of magazines each month the statement 
that all magazines whose names are 
preceded by an asterisk state that they 
do not accept trades. Although for 
some time we have looked with disfavor 
upon trades and have only made them 
in cases where some member of the 
corporation could actually use the 
goods, it is not until now that we have 
taken a decided stand against trades. 
Beginning with the January number, 
an order has been issued by the ad- 
vertising department that no trades of 
any kind, nature or — will be 
accepted by McClure’s. The only ex- 
ception to this rule is in the case of 


The rule is so broad 


transportation. 
as to exclude the exchange of space be- 
tween our own and other publications. 

I do not know whether the exception 
which we make with regard to trans- 
portation is such as to exclude us from 
your list emeritus, but I would not 
make a false statement with regard to 
the matter for the sake of having our 
mame on the list of those who do not 
accept trades, although of course I 
should be very glad indeed to have 
the wurld know through your columns 
that we have abandoned this vicious 
practice. Yours very truly, 

8 Curtis P. Brapy, 
Advertising Manager, McClure’s Maga- 
zine, 


o> —__—__ 
HAS A BEARING ON QUALITY 
OF CIRCULATION. 
AMERICAN AGRICULTURIST, 
Established 1842. 
Id —— Place, 
: Ew York, Nov. 13, 1905. 
Editor of Printers’ INK: sian 
The State of Pennsylvania has more 
= than any other State in the 
nion. According to the last edition 
of the Postal Guide, there were 4,488 
postoffices, into 3,969 of which are sent 
a copy of the American Agriculturist. 
Each copy goes to a paid subscriber 
each week. In other words, American 
Agriculturist reaches 88 per cent of 
the postoffices in Pennsylvania. We 
are not interested in the other 12 per 
cent because they are in the coal re- 
gions, where there are but few farmers. 
Do yow know of another agricultural 
paper that can make such a statement 
as this and back it up? Pennsylvania 
has 224,248 farms. This is a prosperous 
State for any advertiser, and Amert- 
can Agriculturist is bought and paid 
for by one farmer in every ten in the 
State. And this by the way is only 
one-fifth of our total circulation, 
Very truly yours, 
Orance Jupp Company. 
——+@+ 
Evection night is a time of anxiety 
to the billboard men, for small boys 
—. help themselves to billboards 
for bonfire purposes. There is little 
respect for this kind of property. 
Samuel Pratt, chairman of the legal 
committee of the New York State 
Billposters’ Association, is taking steps 
to have suitabie protective measures 
assed or to have those already in 
orce carried out more effectively. 
Notices of intention to prosecute, pub- 
lished as advertising in the newspapers 
fore election, are advocated as one 
way to protect property. 
——— +o —— 


Lincoln Freie Presse 


GERMAN WEEKLY, 


LINCOLN, NEB. 
Prints nothing but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 
German settlements everywhere. 
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HOW THOMAS LAWSON’S 
ADVERTISING IS 
HANDLED. 


The financial and political ad- 
vertisements of Thomas W. Law- 
son are always interesting for 
their size, type arrangement and 
style, apart from whatever earn- 
est things they may have to say. 
Anyone who imagines that the 
vigorous display of the Boston 
magnate’s publicity. is -secured 
without deliberate arrangement 
would be wide of the truth, Every 
advertisement put out from his 
offices in Young’s Hotel is care- 
fully planned to the littlest details, 

Mr. Lawson has placed his pub- 
licity through the H. B. Hum- 
phrey Company, of Boston, since 
1897, and his understanding of the 


. function of an advertising agency 


seems to be that it shall give ser- 
vice as well as place. The Hum- 
phrey agency and its _ inter- 
esting client have worked to- 
gether on many campaigns, among 
them those for Amalgamated, 
Trinity Copper, Consolidated Cop- 
per, Bay State Gas, the Lawson 
pink and others. The agency has 
not only built up a complete sys- 
tem for handling his advertising 
in this country and Europe, but 
has arrangements whereby it is 
able to respond to a call at any 
time of the day or night. Mr. 
Lawson’s ads are nearly always 
emergency affairs, resembling in 
their genesis something of the ve- 
locity of the ambulance call or 
fire alarm. The agency may re- 
ceive’ notice at four o'clock of a 
Sunday afternoon that Mr. Law- 
son is writing an advertisement to 
appear in Monday morning’s pa- 
pers in New York, Chicago, San 
Francisco and London. The office 
is opened, the staff gathered, mes- 
sengers held in waiting, and tele- 
graph and cable lines warned to 
be ready. The latter have become 
accustomed to forwarding these 
announcements, and experienced 


‘ men are given charge of the Law- 


son dispatches. In the offices of 
newspapers that print the ads a 
force of experienced compositors 
is waiting, At five o’clock there 


arrives Mr. Lawson’s private sec- 
retary, Mr, McSweeny, with 
twelve to twenty closely penciled 
pages of almost illegible copy, 
written on what looks to be the 
sort of paper used for wrapping 
up groceries, The large sheets are 
then typewritten, the display is in- 
dicated, and a transcription is sent 
back for correction. Often at the 
last momert Mr. Lawson indicates 
a strikingly new idea in display or 
alters his first arrangement. By 
six o’clock the copy comes back, 
and goes onto the wires. Six 
o’clock in Boston is eleven p. m. 
in London, so that it is midnight 
there before copy has been re- 
ceived from the cable and set up. 
The English papers value the Law- 
son announcements as news, for 
upon the-large bulletins printed 
by them with a summary of the 
leading news articles of the day 
will often appear, near the top, 
such a phrase as “More from Mr. 
Lawson.” 

The advertisements of stock 
market and insurance affairs, to- 
gether with the articles in Every- 
body’s Magazine, have produced 
what would be regarded as tre- 
mendous results in the mail-order 
‘business. An extensive detail de- 
partrient is now necessary to 
answer the thousands of letters 
that come to Mr. Lawson’ weekly. 
Sometimes the mail brings things 
other than letters. Not long ago 
there arrived a box of consider- 
able size and decidedly antique ap- 
pearance. It might have come 
over in the “Mayflower.” Inside 
were found several savings bank 
books, some bonds and stocks and 
other valuables, together with a 
letter from the owner, a little old 
lady in a small Massachusetts vil- 
lage. This was her competence, 
she explained, and she had come 
to the conclusion, after reading 
Mr. Lawson’s articles and adver- 
tisements, that he was not only 
well informed in financial mat- 
ters, but also a truthful and trust- 
worthy gentleman. Therefore, she 
thought it her duty to place her 
securities in his hands, and earn- 
estly begged that he would hold 
the same for her “until after the 
crash is over.” 
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A  PUBLISHER’S ADVER- 
TISEMENT, WHICH LASTS 
FOR EVER. 


An examination of the papers 
which have sought for and ob- 
tained the Guarantee Star accord- 
ed by Rowell’s American News- 
paper Directory, reveals the fact 
that twenty-six out of a total of 
thirty are placed in direct compe- 
tition with other papers which 
furnished a statement of circula- 
tion for the 1905 Directory. The 
following four papers may be said 
to stand in their particular fields 
without competition from other 
publications which make a circula- 
tion statement to the Directory: 


Washington, D.C...... Star 
Columbia, S. C......... State 
SS rae Review 
West Chester, Pa....... Local News 


Two of these papers—the State 
and the Review—might take ex- 
ception to this assertion. While 
no other paper either in) Columbia 
or in Decatur is in the habit of 
furnishing a detailed circulation 
statement, it is true that both the 
State and the Review compete to 
some degree with papers from 
other cities. This is especially true, 
perhaps, in the case of the State, 
which has the largest circulation 
in South Carolina, and covers al- 
most all of the State. It is be- 
coming, therefore, that the State 
should have the Guarantee Star, 
which is sure to enhance the pa- 
per’s value to the advertiser. 

The Decatur Review, according 
to its own statement, in addition 
to being delivered to eleven- 
twelfths of the homes in the city, 
is sent daily to nearly 1,000 farm- 
ers on rural routes and to about 
3,500 subscribers, by carriers, in 
the sixty-two towns within a ra- 
dius of thirty miles of Decatur. 
In the outside territory is the only 
place where other papers, which 
appreciate the value of an annual 
circulation rating in figures in the 
Directory, may possibly compete 
with the Review, All other De- 


catur papers are satisfied with a 
letter rating. ‘That the Keview 
loses nothing by taking advertis- 
ers into its confidence is shown 
by a-comparison of its advertising 
pages with those of its Decatur 
competitors. 

The situation in West Chester, 
Pa., is altogether peculiar. In the 
first place, the population of the 
city is possibly 10,000, while the 
circulation of the paper for 1904 
averaged 15,180. Ib is doubtful if 
another: paper in the country can 
equal this record. Five thousand 
of the Local News subscribers 
receive the paper through the 
mail, and these are principally in 
the local field. No advertiser will 
doubt this extraordinary circula- 
tion, backed up as it is by the pub- 
lisher’s deposit in perpetuity of 
$100 with Rowell’s American 
Newspaper Directory. 

The Washington Evening Star 
commands attention throughout 
the United States which is equal- 
ed by very few dailies. It as- 
suredly commands attention which 
is out o€ all proportion to its cir- 
culation. The paper states just 
what the year’s average of its cir- 
culation is, and behind the state- 
ment is the iron-clad guarantee. 
No publisher who has a bit of 
doubt concerning the accuracy of 
the circulation statement he al- 
lows to go out from his office 
would think of securing the Guar- 
antee Star. 

If the reasons for according the 
Guarantee Star are so plain in 
these four cases, they are even 
more evident in the remaining 
twenty-six. The Directory publish- 
ers will accept a statement of cir- 
culation from any paper in the 
country, and if it conforms to the 
rules of the Directory the average 
circulation is stated in Arabic fig- 
ures in the Directory, providing no 
well-founded reason for doubting 
the figures has come into the pos- 
session of the editor. 

The fact remains that the Guar- 
antee Star is the most conspicuous 
distinction which the Directory 
gives a paper. No publisher who 
has any doubt that the absolute 
accuracy of his circulation state- 
ment would stand out bright and 
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clear after the most searching in- 
vestigation, would ever for a mo- 
ment consider the thought of se- 
curing and using the Guarantee 
Star. 

Within a few weeks the final re- 
vision of the Directory for 1906 
will be under way. Applications 
for the Guarantee Star may now 
be made by publishers who are in- 
terested in the subject and who 
believe they are eligible to the 
highest distinction which the edi- 
tor of Rowell’s American News- 
paper Directory can bestow. 

Following is the list of papers 
which up to the present time con- 
stitute the Star Galaxy: 






ILLINOIS, 
0 eer Daily News. 
Chicago. ..cccccccscoccess Record-Herald. 
BNE 5 nansswcetevacees Daily Review. 
en Star. 
MINNESOTA. 
Minneapolis ........ Journal. 
Minneapolis. .. Tribune. 
Minneapolis. ....... Farm, Stock and Home 
Minneapolis........ Svenska Amerikanska 
Posten. 
PENNSYLVANIA. 
Philadelphia.....++.++++0++- Bulletin. 
PUMEAIONIR, 551950 0eeeens ens Press. 
ery Post. 
West Chester:.....sesse os Local News, 
NEW YORK, 
Buffalo 000.20. 0ssccecsee Evening News. 
WOOP ce0scecevaseercncvesc Record, 
CALIFORNIA, 
SPMANER so isssccicnaee xcs cs Herald. 
COLORADO, 

RONG ess sakns dss xidanienissaraé Post. 
DISTRICT OF COLUMBIA. 
WAGMIRRIOR, 6.6060 cesee ave Evening Star. 
IOWA 
eR oiscis cases ccavnvices Tribune, 
MARYLAND. 
Baltimore....00... sccccccceccoses News. 
MASSACHUSETTS 
ODI 6 6 6i066.c 0 1900508 0008e0000be Globe 
MISSOURI. 

Kansas City ........sssccccsccvcece Star 
NEBRASKA 
Lincoln... ...ccccccccccccccce Daily Star. 
NEW JERSEY. 

PRR IE sskavarereesursecanvis Register. 
OHIO, 

PIBOR, 0.00 Gas ¥0080e0 Beacon Journal. 
SOUTH CAROLINA, 
Colamibiin.....sccccsccccccsoscosce State. 
TENNESSEE. 
Knoxville.......... Journal and Tribune. 
VIRGINIA. 

IE, sissies open Times-Dispatch. 
WISCONSIN, 

RACINE. occcesces Wisconsin Agriculturist. 
CANADA. 

Toronto ....cccccsececs Mail and Empire. 

err Star. 


Leather Goods 
Specialty Company 


GuitF 
Reo Eacte” 





He pmerond 





29 UNION SQUARE, NEW YORK. 


Nov.3,1905. 


MESSRS. ANDREWS & 
COUPE, 
206 Broadway, 
New York. 
Gentlemen: 

No, I do not care 
to advertise, if I 
am too late to get 
into EVERYBODY’S 
MAGAZINE. 

As you know, my 
returns from other 
magazines have not 
been at all propor- 
tionate to returns 
from EVERYBODY’S. 

So it’s EVERY- 
BODY’S or nothing. 


Yours truly, 
Leather Goods 
Specialty Co. 
W.E.MORGAN, 
Gen. Manager. 
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ADVERTISING BOOKS AS 
CHRISTMAS GIFTS. 


For a month or six weeks before 
last Christmas a series of ads some- 
what out of the ordinary, appeared 
on the literary pages of daily pa- 
pers in New York City, Chicago, 
Philadelphia and Boston. 

Each ad contained the catch 
phrase, “Why not books for Christ- 


mas?” No particular book was 








The fleeting joy of candy 
or flcwers at Christmas 
cannot compare to the per- 
manent pleasure of the gift 
of books for th: holidays. 

Why not Books for 
Christmas ? 








Sa iiceaialaienial 


a 
mentioned, nor did the name of 
any publishing house appear. 

The campaign was conducted on 
a “jack-pot” plan—a mutual adver- 
tising appropriation made up by 
sixteen New York publishing 
houses. It was the outcome of an 
idea laid before the book publish- 


with the New York Globe. Mr. 


considerable scale. 







were bound to 






ers in November by Gay Bradt, 
then of the advertising department 
of the New York Times, and now 


Bradt reasoned that of the 80,000,- 
000 people in the United States, 
about 16,000,000 must be adults of 
earning capacity sufficient to per- 
mit of giving holiday presents on a 
Allowing the 
very reasonable proportion of one 
gift per person, there would be 16,- 
000,000 presents purchased. Many 
of these gifts, even though costly, 
articles of a triv- 
jal nature, such as candy, flowers, 
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etc. The proportion of books would 
not exceed five per cent. 

It was thought that the book 
publishers of the country ought to 
stimulate a holiday demand for 
their wares through the month of 
December by general newspaper 
advertising, calling attention to 
their appropriateness as presents. 
A campaign of daily ads, to run 
twenty days, from December 1 to 
24, omitting the Sundays, was con- 
ducted in the New York Times 
and Sun, Philadelphia Ledger, Chi- 
cago Tribune, Record-Herald and 
Evening Post, Boston Herald and 
Transcript. The cost of the cam- 
paign of twenty days was a trifle 
over $1,800, or less than $125 apiece 
for these sixteen publishers, who made 
up the advertising fund: Charles Scrib- 
ner’s Sons, Harper & Brothers, D. Ap- 
pleton & Co., Century Co., G. P, Put- 
nam’s Sons, McClure, Phillips & Co., 
E. P. Dutton & Co., Doubleday, Page 
& Co., Dodd, Mead & Co., A. C. Mc- 
Clurg & Co., F. A. Stokes & Co., 
Brentano’s, Little, Brown & Co., A. 
S. Barnes & Co., Revell & Co., 
Baker & Taylor Co. 

The advertising, of course, bene- 
fitted every publisher with a de- 
sirable book on _ general sale. 
There were naturally a few pub- 
lishers who could not see the ad- 
vantages of exploiting books in 
this broad way, preferring to spend 
money in advertising their own 
publications alone. But the list of 
publishers who went into the plan 
indicates an appreciation of its lib- 
eral idea and its low cost per con- 
tributor. Besides the effect on the 
holiday shopping public, the adver- 
tising was counted upon to encour- 
age the retail stores and book- 
sellers to stock up freely. From 
the newspaper standpoint, too, the 
campaign had its element of liber- 
ality, for while the scheme was 
promoted by the New York Times, 
the “jack-pot” appropriation bene- 
fitted seven other daily papers. 
Direct results were difficult to trace, 
but during the holiday season ‘Why 
not books for Christmas?” was heard 
in the stores. A similar campaign is 
to be carried on this Christmas. 





Money in the bank is a fine thing, 
but never squeeze your advertising ap- 
propriation to get it there. d ad- 
vertising will 
times over.—. 


Air, bank interest many 
dvertising 


Chat. 
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DEPARTMENT STORE AD- 
MEN IN DEMAND. 


It is said that just at this time 
five prominent department stores 
throughout the country are in 
need of advertising managers—the 
Siegel-Cooper Co., in New York, 
whose A, J. Meister has gone to 
the Simpson-Crawford Co., and 
four others comprising Carson, 
Pirie, Scott & Co., Chicago; the 
May Co., St. Louis; Mandel 
Brothers, Chicago, and the Fair, 
Chicago. In some cases the ad- 
vertising managers of these stores 
have accepted other positions, 
while one has gone into business for 
himself. 

* * * 

“Department store advertising 
salaries range from $4,000 to $8,- 
000 a year,” said a grizzled vet- 
eran who has recently emigrated 
from that field of advertising. 
“Department store advertising 1s 
undoubtedly the most exacting 
branch of publicity, demanding all 
the time and energy of a first-rate 
man. Men in the big stores earn 
their salaries twice over, and 
those who make successes aban- 
don this field eventually and go 
into another where conditions are 
better and salaries higher. As a 
consequence, some of the big stores 
are always looking for ad-men, 
and changes are constant. In half 
the departmental establishments 
of this country the advertising 
manager works under discourag- 
ing conditions. Only a few of the 
Proprietors have been wise enough 
to give their imen authority in 
keeping with their responsibilities. 
The department store advertising 
man is required to get results 
from an immense daily newspaper 
expenditure—running, in New 
York and Chicago, into hundreds 
of thousands of dollars annually. 
Yet he is seldom entrusted with 
selection of mediums. Again, 
there is petty supervision of copy 
and details in many stores where 
the proprietors, who started in a 
small way, have never learned that 
it is impossible to supervise every 
department personally. Another 
factor that makes the lot of the ad- 
man hard is stinginess in the mat- 





ter of assistants. I have in mind a 
Brooklyn store that employed a- 
man: at $5,000 a year, and then re- 
fused to give hin: a stenographer 
or a private telephone. Such con- 
ditions as these nave made depart- 
ment store advertising a field of 
shifts and changes, and matters 
have now come to a pass where 
some of the stores are having dif- 
ficulty in getting competent men. 
* * * 

“There are some stores, how- 
ever, that you seldom hear spoken 
of in connection with changes in 
advertising service. Wanamaker’s 
is one of these, Wanamaker’s ad- 
vertising was planned originally 
by a newspaper man, Manly 
M. Gillam, who saw that a depart- 
ment store’s advertising page is 
much like a miniature daily paper. 
Wanamaker’s has large staffs of 
assistants, and the page in New 
York and Philadelphia is put to- 
gether just like a daily newspa- 
per of store news. In New York, 
for example, items about women’s 
dress are in the hands of a 
woman. When an editorial utter- 
ance about the policy of the house 
jis published, I understand, it 
‘comes usually from Robert €. 
Ogden—often the copy is written 
by him. Assistants go through 
the store like reporters, gather 
information, and turn it in to the 
advertising manager, who corre- 
sponds to a city editor. But the 
stores that have trouble in this 
department have never built up 
such an organization. Their ad- 
man is overworked, bound down 
by petty restrictions, has only the 
semblance of a staff, and is pretty 
certain, if he does good work 
under these limitations, to have 
the offer of a more congenial posi- 
tion. A good deal has been said 
about the tyranny of buyers over 
the advertising manager, but in 
my experience the buyers are 
good fellows and help the ad- 
vertising department more thap 
they hinder it. The trouble is 
with the man higher up, when 
there is trouble. Department 
store conditions produce excel- 
lent advertising men, for any man 
who can make a success of it be- 
comes fitted for better positions. 
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{[ A Roll of Honor 


(THIRD YEAR.) 


No amount of money cau buy a piace in this list fora paper uot haviug the 
requisite qualification. 





Pp are % pted from publishers who. accord- 
ing to tne 1%5 issue of Rowell’s American Newspaper Directory. nave suomitted for 
that edition of the Directory a jlea circul duly signea and datea. 
also from publishers who for some reason failed to obtain a figure rating im the 195 
Directory, but have since supplied a detailed cir nt as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1906 issue of the American Newspaper Directory. Cir- 


Advertisements under this 














culation figures {n the ROLL oF Honor of the last named character are marked with an (:), 


These are generally regarded the publishers who believe that an advertiser has a right 


to know wnat ne pays his nara casn for. 


titlea 


i if 





Announcements under this 


as above. cost 2 cents per 


line (two lines are the smallest advertisement taken) under a YEARLY contract, $2U.80 for 


@ full year. 1u per cent discount if paid wnolly in advance. 


Weekiy. monthly or quarteriy 


corrections to date showing increase of circuiation can be made, provided the publisher 
sends a statement in detail, properiy signed and dated, covering the additional period, 
in accordance with the rules of the American Newspaper Directory. 


Publications which have sought and obtained the Guarantee Star have the 
privilege of using the star emblem in their advertisements in the Roll of Honor at 
the regular rates of twenty cents aline. The extent and full moaning of the Star 


Guarantee is set forth in Rowell’s American Newspaper Directory in t 


e catalogue 


description of each publication possessing it. No publisher who ha: any doubt 
that the absolute accuracy of his circulation statement would stand out bright and clear 
after the most searching investigation, would ever for amoment consider the thought of 


securing and using the Guarantee Star. 
ALABAMA, 


Athena, Limestone Democrat. weekly. R. H 
Walker, pub. actual aver. jirst 5 mos. 1905,1,082. 


Birmingham. Ledger. dy Average od 190k, 
19,881. Best advertising medium in ma. 
ARIZONA. 


Phoenix. Republican. Daily arerage for 1904, 
6,889. Chas. T. Logan Special Agency, N. Y. 


ARKANSAS. 

Fert Smith, Times, daily. 

for 190s. 8.876, Actual average for October, 
November and , 1904, 8,646. 


CALIFORNIA. 
. Even Democrat. Arerage April, 
see illains a Lawrence, N. Y. & Chicago. 
Meuntain View. Signsofthe Times. Actuai 
weekly average for 1904, 27.108. 
@akland. Herald, daily. Areraye for 1904. 
7,588. Now 8.500. E. Katz, Spec. Agent, N. ¥. 


Oakland. Tribune, evening. Average for nine 
months ending Sept. 30, 196, daily 18,447. 

San Francisco. Call, d’y and 8’y. J. D. Spreck- 
els. Actual daily average for aay. ending 
August, 1905, 62,617; Suv day, 83,941. 

San Francisco. Sunset Sogeaine, monthly, 
literary; two hundred and eignt pages, 5x8. 
Circu:ation: 1904, 48.916: 11 months 190, 
59,645. Home Offices, 431 California Street. 


San Jose. Morning Mercury and Evening 
Herald Average 1904, 10,573. 
San Jone, The Raven. “The Californian Month- 
ly.” 1904, 6,000; 1905, 25.000, 
San Jose. Town and Country 
. G. Bol 0 verage 
May, June and July, 1905, 20,000. 
COLORADO. 


Denver. Clay’s Review, weekly; Perry A. Clay 
Actual average for 1904, 10,926. 
Pueblo. The —. ee tg Ay 
io’ ear ing August, 1905, 16, 5 
oa Af "Southern and Western Colorado 
many 





Journal, mo. 
1904, 9,125. 


hours before the Denver newspapers. 








Denver, Post, daily. Post Printing and Pub- 
lishing Oo. Average for 1904, 44.577. Average 
Sor Oct., 1905, dy. 46,112. Sy. 59,889. 

t@ The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of the 


GUAR American Newspaper Direct- 
i@aae, 46 Ory, who will pay one hun- 


dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


CONNECTICUT. 


Ansonia. Sentinel, dy. Aver. for 1904, 4,965. 
ist 6 months 05 5,111. E. Katz, Spec. Agt., N. ¥. 


idgeport, Post, daily. Arerans for 1904 
ork. 


Bridge 
10,615. E. Katz, Special Agent, New 
Bridgeport. Standard. Sworn av. to May, 
1905, 6,206. La Coste & Maxwell, Spec., N. Y. 


Dethuentes. Telegram-Union. Dy. ar. for 1904 
9,206. KE. Katz, Special Agt., New York, 


Meriden. Journal, evening. Actual arera 
for 1904, 7,649. niece 

Meriden. Morning Kecord and Republican. 
daily average for 1904, 7.559, 


New Haven, Evening Register. daily. Aetual 
av. for 1904, 18,618: Sunday, 11,107. - 


New Haven. Palladium. dy. Arer. 1904,7.857, 
First 6 mos. 05, over 8.000. E. Katz, &p. Agt..N.Y. 


New Haven. Union. Av. 1904,16.076. First 
siz mos.,’05,16,187%. E. Katz, Spec. Agt., N.Y. 


New London. Day.ev’g. Aver.’04, 5,855, 1:t 
6 mos. "v5, 6,090. E. Katz., Spec. Agt.,N. Y. 


Norwalk, Evening Hour. Daily arerave year 
endii:o Dec.. 1904,3.21%. Aprilcirc., as certified 
by Ass’n am. 4dv’rs.all returns deducted, 2,869. 





Norwich. Bulletin, morning. Arerage for 1908, 
4.988; for 1904, 5.850: now, 6.483. 


Waterbury. Republican. dy. 
laxwell 


Arer. 190k, 
5.770, La Coste & Mi a xX. 


Agents, N. ¥. 
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DELAWARE, 
Wilmington. Every Evening. Average guar- 
anteed circulation for 194, 11,460. 


Only morning 
|. Dec., 1904, 10,07 4. 


Witetaston, Morning + 
paper in State. Three mos. end. 


DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily average for 1904. 85.502 (©). 


FLORIDA. 


Jacksonvilic. Metropolis, ry Av. 1904, SF 98, 
rat six mos. 05, 9.028. atz, 8; Sp. Ag., N.Y 
GEORGIA. 


Atlanta. Coustitution. D’y av. 04, 88,888; 
W’y 107,925. Aug.'5, d’y 40,723; Sy 80,102, 
Atlanta. Journal, dy. Av. 1904, 45.688, orm 
1905, 46,906, Sy. 49,255, Semi-weeily 55.93 
Atianta. News Actual daily avervge 1904 
24.230. 8. C. Beckwith. with. Sp. Ag., N. Y. & Chi. 


Atlanta, The 8 uthern ithern Ruralist. Sworn aver 
age jirst six months 1905. 82.88% copies 
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Marion, Leader, daily. W. B. Westlake, pub. 
Actual average Jor year 1904, 5,635, 
Munete. Star. Average net sales 1904 (ali re- 
turns and uisold copies dedu deducted 28,781. 
Notre Dume. The Ave Maria, Catholic weekly. 
Actual net average for 1904, 28.315 
Riehmond. Sun-lelegram. Sworn av, 1904, dy. 
8.761. 
South Bend. Tribune. Sworn daily average, 
1904, 6.589. Sworn aver. for Sept..’vs, 7.218. 


INDIAN TERRITORY. 
Ardmore. Ardmoreite, daily and a 
Average for 1904, dy.. 2.0638; wy.. $.291 
IOWA. 
Davenport. Democrat anc Leader. Largest 
gaar. cityctrcu'n. Sworn aver. Oct., 1905. 3,002. 


Davenport. Times, Daily arer. Oct,, 10.685, 
Circulation in City or total guaranteed greater 
taan uny other pauper or no pay Jor space. 


Den Moines. Capital, aaily. Lafayette Young, 
———,. Actual average suld 1:94, $6.888, 





Augusta, Chronicle, — Onl; mate | ws 
1904 average. daily &.66 1: Bunday 7.48 * a 


Nashville. Herald, 4rerage on, April 
and May, 1,875. Richest county in So. Georgia. 
ILLINOIS. 


Conve. a. Daily Average 1904, 1,196. 
— . ‘ 





p . no issue o 
dade wie aot: iG eae 6.100. 


Chiengo. Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co. Ar Average for 194, 4.100 (QO). 

Chicago Breeders’ Gaze’ Gazette. weekly $2.00. 
Averaye circulation 1905, to Oct. tat, 66-425. 


Chicago. Farmers’ Voice and Naticnal Rural 
Actual aver., 1904, 25.052. Sept., 1906, 40.000. 


Chieago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual arerage 1904. 13.750. 

Chicago. Iniand Printer. Actual average c’r 
eulution sor 1904, 18.812 (© ©). 

Ohieago, Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 

States. Circulation is never less than 90,000, 
The count made Oct. 20. 1905, showed 85,120 
paid subscribers. hkeaches sonnly 90% of the post- 
Ilinot in jen ad of t ffices in 

nois. 


Michigan, ~ eA, i and Minn. 
esota: If the ee lene in —— and Kansas 
= two thirds of those in the All ad- 


‘on jeageo, Record-Herald. Arerage 1904, darly 
145.761, Sunday 199.400. average first four 
mos. 1905, daily 148,928, Sunday 208.501. 
2" The absolute correctness of the latest 

circulation rating accorded 

the Chicago Record-Herald 

is guaranteed by the pub- 

lishers of Rowell’s American 

Newspaper Directory, who 

will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 


Chieago. System. monthly. The §; 
pub. 








am Co.. 


Eastern office | Madison Ave., Y. Ar., 
Loss year . Feb. 1905, 38.750, Issue fo’ ‘or Sept. 
1905, 60. 200. 





Kewanee. Star-Courier. Av. for 1904, daily 
3.290. wy, 1.278. Daily, 1st 4mos,’05, 3.802 


Peoria. Evening Journal, daily - Sunday. 
Sworn daily average for 194, 13.825. 


Peoria. Star. evenings ana 5 Gantiee morning. 
Actual average for 1904, d'y 21.528. S’y 9.957. 


INDIANA. 


Evaneville. Journal-News. Ar. for 1904, 14.- 
030, Sundays over 15,000. E. Katz, 8, A..N.Y¥ 





t over &Y.0040, 
City circulation guaranteed largest in Des 
Moines. Carries more department store adver- 
tising than all other papers combined. Carries 
more advertising in six issues a week than any 
competitor tn seven. 


Keokuk. Ga‘e City, Dotty av. 1904, 8.1453 


daily six months, 1905, 3.29 
Museatine. Journal. Daily av. 190k, 5,240, 
tri-weekly 8,089, daily, March. :905, 5,452, 
Sioux a , Journal, daily. Average for 1904, 
sworn, ‘S4. Av. Jor Sept., 1X5, 24.958. 
Privts aan news and most foreign «nd local ad- 
vertising. Read in 8v per cent of t the homes in city. 


Sioux Clty. Tribune. Evening. Net sworn 
daly, average 1904, 20.678: t.. 105, S440). 

The paper of largest paid cirenlation. Ninety 
per cent of Sioux City’s reading = revds 
the Tribune. Ouly Lowa paper that haa the 
Guaranteed Star. 


KANSAS. 

Wutehinaon. News. Daily 1904, 2.964. First 

five mos. 05, 8.896. E. Katz, Sp. Agent, N. ¥. 
KENTUCKY. 

Harrodsburg, Democrat. Best Bees 
families at 3c. per 1,000. Proven av. cir., 8 2. 

Lexington. Leeder. Ar. v4. evg. 4.041. Sun. 
5.597, Aug., 05, evg.. 4%. E Katz, Spec. Agt, 

Loulfaville. Times. Daily average year ending 
June 30, 1905,86,.025(%). Beckwith Agency, Rep. 








Owenxboro. M comangee, dy. and twice-a-week. 
Av. 3 mos. end. Sept. 30, ’05, dy. 2,482; twice-a- 
week, 4,292. 


padpenk. Journal of Labor, wkly—Accepts 
only t class of advertising «nd brings 
results troms the best class of class of wage-workers, 


Paducah, The Sun. Arer: Average for April, 1905, 
8,626. A ” 


LOUISIANA. 


w Orleans. Item. official journai of tho 
an ao. or. Jirst eight months 1905, 22,095. 


MAINE. 

Augusta. Comfort, mo. W. 3S. Geunc, pub. 
Act’ average for 1904, 1,269.6 

Auguata. Kennebec Journal, 
Average daily, 1904. 6.844. weekly, 

Bangor. Commercial. Average sor 1904, daily 
8.991. weecly 28.85%. 

Dover. Lhe Observer. 

averuye 194, 1.915. 

Lewiston. Brentan Journal, caily. 
1904, 7.524(OO0). weekly 17.450 (90). 


{48 snd wy. 


Actual weerly 


Aver. for 





Phillipa. Maine Woods ano Woodsman.week iy, 
J. W. Brackett Co. Arerage for 194. 3,150. 


Portland. Evening Express, mag Sor 1Ws, 
duily 12.166. Sunday Telegram, 8,476, 
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MARYLAND. 


Baltimore, American, dy. Aver. to June 30, '05, 

64,u6s. Sun., 58.318. No return privilege. 
Buitimeore. News, daily. Even- 

ing News tublishing Company. 

sveruge 14, 58.784. For 

Attala October, 195. 59,810. 
The absolute correctness of the 
Maa Ltest circulation rating ac 


Ne Direc! who A pay one hundred 
dollars to the pote who successfully 
troverts its accuracy. 


MASSACHUSETTS. 


Boston. Evening Transcript (OO). Boston’: 
tea table paper. Largest amount of week day adv. 
ibeston. Globe. Aver. to Oct. 1, 1905. daily, 98.- 
619. Sunday, 801.425. “Le ingest Circulati on 
Daily of any two cent paper in the United States. 
100.000 more circulation than auy other Sunday 
paper in New England.” .«dvertisements go in 
morning and asteruoun editions for one price, 
27" The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
the American Newspaper 
Directory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 


OCTOBER, 1905. 


DAILY. | SUNDAY. 
294,879 








191,486 
181,191 


Totals 4,721 285 


Daily Average, - 18,587 
Sunday Average, 292,809 


Perfect copies priate | for sale. 
N GLOBE, 
Bony Cas. H. TaYtor, JR.. 
Business Manager. 
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November 2, 1905. 


Boston. Post Average Oct., 1905. daily 
286.215: 1904. 219.721. Boston lay 
average Oct.. 195. 196.580: 1904, 179.268. 
Lurcest daily circulation for 1904 ‘in all New 
England. whether morning or evening. or morn- 

and erening editions combined. Second 
la nday circulation m New England. 
Datly rate. 20 cents per noate line. flat. run-of- 
paper ; Sunday rate. 18 cents peri ne. best 
udvertising pr ip im New Ei 











LARGEST PRESS 
IN THE WORLD 


NOW BEING BUILT FOR 


The Boston Post 


‘‘WE NEED IT IN OUR BUSINESS.” 





Copy of Letter from R. Hoe & Co., the 
“arent Press Manufucturers. 

R. HOE & CO. 
PHINTING PRESS, MACHINE AND SAW 
MANUFACTURERS, 

GRAND, SHERIFF, BROOME, COLUMBIA STS. 
OFFICE, 504-520 GRAND ST., 
NEW YORK. 

New York, October 2d, 1905. 
Mr. E. A. Grozirr, Editor and Publisher, 
The Buston Post, Boston, Mass. 

Dear Sir: The printing press now under 
construction in our shops for The Boston 
Post is the LARGEST iu the WORLD. 

It is also the Fay expensive printing 
press made up to the present time. 

No other etn coy in this country, or 
abroad, with so 
many printing cylinders, or capable of 
80 many combinations in black and color 
printing, There will be nothing else in 
the world like it. 

he new Boston Post press will weigh 
150 tons. It will be comprised of not less 
than 125,000 pieces of metal. It willdo 
work of the finest character, at the 
highest rate of speed. 

e congratulate The Boston Post on 
its enterprise in ordering such a ma- 
chine, making a newrecord in the devel- 
opment of printing mechanism. 

Very truly war 
HOE & CO. 


BANNER 
OCTOBER 


Boston Post 


Daily Average Sunday Average 
October, 1905 October, 1905 


236,215 196,530 
SIX OCTOBERS 


Boston Boston 
DAILY Post SUNDAY Post 
1900—453,055 1900—318,749 
1901—377,773 1901—325,250 
1902—384,510 1902—326,450 
1903—372,006 1903—385,304 
1904—259,723 1904—379,263 
1905— 1905— 


236,215 196,530 
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Fall River. News. 
6,9528(4%). Robt. Tomes, 

Salem. News. Daily Daily circulation, 17,500, 
Only paper tnglistrict, 

Springfield. Farm andHon andHome. National Agri- 


cir’n. Daily av. '04, 
mes, Bep-, -» 116 Nassau St... N.Y, 


cull semi-monthiy. Total paid circulatio: 
Br2.564. "Distributed at 59,164 postoffi — 
Eastern and Western editions. Al) advertise- 
ments guarantee a. 


Pn inn New England Homestead. om 
t agricultural weekly in New Englan 
impor circulation, oo 
Office in Mass., K.1. and Conn., and all in Ver 
mout, New Hampshire and Maine, except a fewin 
the woods. All advertisements guaranteed. 


Springfield. Good Hossekeoping. mo. <Aver- 
age jirst 5 mos, 195, 208, ». No 18sue iess 
than 200,000. <All Cdvortcmmants guaranteed. 

Woreenter. Evening Post, Post, daily. Worcester 
Post Co. Average Sor 1904. 12,617. 


Worcester. [Opinion Publique, daily (O ©). 
Paid average for 194, 4,782. 


MICHIGAN. 

Grand Rapida. Herald. Average daily issue 
last six months of 194. 28.661. Only 2 
and only Sunda paper in its field. Grand Rapids 
(pop. 100,000)and Western estern Michigan (pop. 750,000). 


Grand Rapids. Evening # Press dy. Arerage 
1904, 44.807. Average 6 mos. 1905, 46.087. 

Jacknon, Patriot, morning. Actual daily av. 
erage Jor 1904,8,158. Av. cept., 115, 8.8572. 

Kalamazoo. Evening Telegraph. First 6 mos. 
1905, dy. 10,128. June. 10.174. 8.-w. 9,683, 


Kalamazoo. Gazette. d’y. 6 mo. ead’g Sept., 
"05, 11.502: Oct..12,.008. Larg. cir. by 4.500. 

Saginaw. Courier Herald, daily, Sunday. 
Average 1904, 10,238: October, 1905, 18.464. 


Saginaw. Evening News, daily. Average for 
1904, 14,816. ‘ober. 1905, 17.888. 
Sault Ste. Marie. Evening News. daily. Av- 
erage, 1904,4.212, Only daily in the two Soos. 
MINNESOTA. 


we. farmers’ Tribune, twice .a-week. 
J. Murphy, pun. Aver. for 1904, 56.814, 


ieee Farm, Stock and com, semi- 
monthly. -ictuai average 1904,79.750. <Actuai 
average first six months 1905, 86.295. 
The absolute accuracy of Farm 
Stock & Home's circulation rating 
is cantly by the American 
Cireulation 


‘Newapaper is 
ae =e =r to the Sarmers 
Western 


Wisconsin ta: the Dackot Iowa. Use 
it to reach section most projitably. 


Sigvengetin. Journal, daily. Journal Print- 
ng Co. aver. for 1903, lay er cri 64.883; 
first 10 mos. 1905, S- 428 





pf. . circulation rati is 

UA guaranteed by ing American 
CANS Seater ber the aches a 
“aA classes muster of the jnore homes 


thai any pa in tts field. 71 
Beas t alt + gl 


Minneapolia, Svenska Amerikansia.Posten. 
Swan J. Turnblad, pub. 1904, 52.063. 
Minneapolis Aribune. v W. J. Murphy, 
867. Oldest Minneapolis daily, ~ 
f.3... Soré mos. to Oct. 1. 1905, 99,478. 
Sunday, 75,925. 
CIRCULAT’N The Erening Tribune © guar. 


anteed to have a larger ci: 
tion than any other ‘een edt. 
Fong yper’s evening edi- 

carrter-delivery 


the "daily Tribune in po Rd 
olisis many thousands — 
than that or any other n 
paper. The PJ ciroulatin 
by Am. News- aloxz daily. The 
paper Piree- Tr'bune is “he. recognized 
tery. Want Ad paper of Minne- 
apolis. 
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St. Paul, The Farmer, s..mo. Rate, 35c. per 
line, with discounts. Circulation for siz months 
ng October, 1906. 87.667, 


St. Paul. Volkezeitung. Actual average 190 
at eeh Leleaaes see ranean 


MISSISSIPPL 
eT ENE Fen ton yok pan i 
MISSOURI. 


Clinton. Kepublican. W’y av. last 6 mos, 1904, 
8.840. D’y. est. Apr.,’04; av. last 6 mos.’04, 800, 


Kaneas City, Journal, d’y d'yard w’y. Average 
for 1904, daily 64,114. week week y 199.3890, 
Joplin, Globe, dainy. 43 e 190k, 12.046, 
Oct.,'05, 18.874. atz, g. Kats. Sp 1 Agent, N. Y. 
&t. Joseph, News and Pr and Press. Cire. ot ome. 
1905. 88.823. Smith & Thompson, 
&t. Loul«. National Drengtes, i. neue 


Strong, Editor and Publisher. ere Jeu, 
8.080 (© ©). astern office, Fy Mai en Lane. 


&t. Louis. National Farmer and Stock Grower, 
monthly. Average for 1902, 68.588: average for 
1903. 106,625: average Jor 1904, 104,750. 


MONTANA. 


Butte. Inter-Mountain. Sworn average daily 
circulation 1904.18,678. Beckwith Sp. Agence. 


NEBRASKA. 

Lineoin, Daily Star, evening 
and Sunday morning. Actual 
daily average for 1904,15,289. 
For March, 1905, 16.862. Only 
Nebraska paper that has the 
Guarantee Star. 


UA 
CoN 
TEED 


Lincoln, Deutsch-Amerikan Farmer. weekly 
Average year ending Ja..uary, 195, 146,367. 

Lineoin. Freie Press, weekly. Actualaverage 
for year ending January, 1906, 149.231, 


Lineoin. Journal and News. Daily average 
1904, 26.888; February, 1905, average, 28,055, 


NEW HAMPSHIRE. 


Nashua. Telegraph. The only by a 4 in City 
Sworn aver. for Sept. and Oct., 1905, 4,204. 


NEW JERSEY. 


Camden. Daily Courier. Est. 1876. Net aver. 
circulation Jor 6 mos. end. June 30, 1905, 8,859, 
Elizabeth, Journal. Av. 1904. 55223; first 
6 mos. 1905, 6,813: 3 mos. to Aug. 1, 6,604, 
raey City. Evening Journal. ane Sor 
1904. 21, 106. First 6 mos. 1905, 22,55 
Newark. Evening News. Evening ns Pub. 
Co. Average for October, 1905. 60,694. 


NEW YORK. 

Al E ing J nal. Dail 
- 8.88, “Ivethe leading paper. 77 
bany. Times-Union. eve every evening. Est. 1856, 
z Or NABUAS Ti Jon, Feb..&Mar.,’5, 88.594, 
Binghamton. Evening Herald, daily. Herald 
Co. Aver.jor year end, Jun June, 1905, 12,289 (#) 


Buffalo. Courier, morn. A morn, Av.1904, Sunday 79, 
882; daily 50.940; }; Enquirer, even., 52.702, 


Buffalo. Evening News. | News. Daily arerage 190. 
88,457: ‘st siz months, 1905, 95,281. - 

Catakill. Recorder, weekly. Harry Hall. edi- 
tor. Ar. yr. endg. Oct., 05, 8. 05,8.7%788; Oct., 3.855. 

Corning. Leader. evening. Average, 190k, 
6.288. First quarter 1905.6.42%, 

Cortland, Democrat, Frid fridays. Fst. 1840. Aver. 
4904, 2.296. Only Dem. paper in ovunty. 

Glens Falla, Morning Stat Star. A e circula- 
tion, 1904, daily 2.292. _— 














20 
Herneliaville. Morning Times. Arerage 
4,138 for year ending July, 175; 29 R. F. D.’s. 


Mount Vernon. Duily Argus. Average 1W4, 
2.918. Westchester County’s leading paper. 


Newburgh. News. daily. Ar. for 1904, 4.72 
lewb gh paper 





PRINTERS’ INK. 


The Tea and Cofice 7 Typo Journal. Average 
circulation for year ing October, 1905, 3.681 
(3); October, 196, ny Sue. &. 2351 (sf) 

Rochester. Jase and Comment, mo. Law. Av. 

Or 194, 3U.000; 6 Vears’ bag 0.105, 


Reh Gazette. A. N. Liecty. 





4,000 more than all other Newb 


New Yor City. 
ne (Leslie’s Monthly), 
sent aver. ci ion, 256,105, 


New York. American culturist. Best 
farm und family agricultural weekly in Midale 
and Southern States. Circ’ 100,000 cop- 
ies weekiy, of which 95.468 are actual pai 

subscribers, as = of June 1, 19%. The 
extraordinary c ter and purchasin power 
of its readers is emphasized by that 
AMERICAN AGRICULTURIST’S ahentnem in New 
York include every postoffice LA the State. In 
New Jersey it qeee 77% of all th stoffi 


American Pre 


daily. 
Actual arerage oe ior 1903, 11.625. 1904, 12.574. 


Syracune. Evening Itera.a. daily. Herald Co., 
pub. Aver, 194, daily 3%. 6-4: 3.648. Sunday 59.161. 


Ttlea, National Electrical Contractor, mo. 
Average for 1904, 2.625 


Utlea. Press. daily. Otto a. Meyer. publisher. 
Average for 1904. 14.879. 
NORTH CAROLINA. 


Asheville. Citizen. Sworn daly a 
1904, 8,230; September, 1905, 8, 578. recall 


Charlotte. Observer. North Carolina's fore- 





carts 





3 in 
Delaware 4, t, a ise, ee 8. 
and to 20% to 40g of tue 
States. All advertisements the 


Army & Navy Journa: Est. 1863. Actual weekiy 
Sor 62 rssues. 194.9.871 (OO). Only 
Gieocper awarded “Gold Maris.” 
W ashington, D. C., Army and Navy Register. 
lllustrated weekly. established 186 Average 
net paid circulation first 26 weeks ins, 5.035 


Baker’s Review monthly. W.k Gregory Co. 
publishers. actual areruge fon 1904, 4.900. 

Benziger’s magazine, family monthly. Ben- 
ziger Brothers, Average for 1904,37.025. pres 
ent cerculution. 0.000. 

Chpper, weekly (Theatrical). toy > gma 
Pup. Uo., Liu. Aver. fur 194, 25.662 (© 

Gaelic American. «eekly. Actual omens Jor 
1904, 8.179, for 23 weeis in 195. 28.1 








Haberdasher. mo . est. 1881 
1904,7.000. Binders affidarit and Post 
rece:pts distributed monthly to udvertisers. 


Hardware Dealers’ Magezine. morthly. 
In 1994. average :ssne, 17.500 (© ©). 
D. T. MALLETT. Pub.. 253 Krosaway. 


Leslie's Weekly. “Actual arer. vear end. Aug. 
1904, 69.077. Pres. ar. over 85.000 weekly. 


Music Trade Review music roam ano art week- 
ly. Average Jor 1904. &.50% 


Pocket List of Railroad Officials. 23, Railr’d 
Transp. Av. 1905. 17.42: 1904, 19.547. 


Actual arerage Jor 





The People’s Home Jour. al. 525.1 oe monthiy. 

Literature, 452.533 monthly, average cir 

culations for 19i—all to paidin-adrance sub- 
scribers. F. M. Lupton iisher. 


The “ali Street Journal. Dow. Jones & C>., 
pubs. Daily arerage jirst 6 months. 1906, 12.916. 


The World. Actual arer. for 1904, Morn... 302,- 
885. Evening. 379.785. Sunday, 458.484. 

Printers’ Ink, a journal 

for advertisers, published 


every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 10032, 
11,001. Actual weekly 
average for 1904, 14,- 
918. Actual weekly av- 
erage for eleven months 
ending June 28, 15,- 
769 copies. 








ctual daily aver. “nanan 
Sunday. 5.408, semi-weeily, 4.496 


OHIO. 


Ashtabula. Amerikan Sanomat. Finnish. 
average for 1904. 10.936, 
Cleveland. Plain Dealer Actual 


daily averaye 1904, 79.460: Tide" 68.198. 
Oct., 1905, T8.27F daily; Su Sunday, 73.088. 


Dayton. Herald, evening. Circ., 1#04, 18.280, 
Largest tn Dayton, paid at full rates. 


Youngstown. Vindicator Dy ar.’04,12,020. 
LaCoste « Marwell. N NY. ¢C Chicago. 

Zaneavilie. Limes Recorder. Sworn ar. ist 6 
mos, 1905.10,427. Guard double nearest com- 
petitor and 50% in me. ... combined competitors, 


OKLAHOMA. 
Oklahoma ots - The Oklahoman. 1904 aver. 
8.104. Oct.,’05,11.858. EH. Katz. Agent, N.Y. 


OREGON. 


Portiand. Oregon Daily Journal. Actual aver- 
age for Sept , 1905, 28.889. 


PENNSYLVANIA. 


Cheater. limes, ev’g d’y. Averuve1904, 7.929, 
N. Y. office, 220 Bway. rd R Northrup, Mgr. 


Erie. Times, daily. rer. for 1904, 14.95%. 


October, 1905,15.848. E. Katz. Sp. Ag., N 


Harrisburg. Telegraph. Dy. sworn 
end’g June. 12.060; 's Sept. 18. 18. 47%. Be Best in Woo. 


The circulation of 


THE 
PHILADELPHIA 
BULLETIN 


is larger than that of any 

newspaper 

published in the 

State of Pennsylvania, 
NET DAILY AVERAGE FOR 

OCTOBER : 


203,517 ~ COPIES A DAY. 


“The et 8” ejremioticn, figures 
are net; all dam , unsold, free and 
returned copies have been omitted. 


WituiaM L. MCLEAN, Publisher. 

















Philadelphia. Confectioners’ Journal. mo. 
Av. 1904, 5,004: av, 18t 6 mos. 195, 5,420 (OO). 


Philadelphia, German Daily Gazette. 
circulation 18t 6 mos.,/ 905 daily s 50.996: ‘piney 
40.158; sworn statement. Ci Cir. books upen. 


Entodelphis. The Press ii Press isa Gola Mark (© ©) 
Newspaper. a Koll of Honor Newspaper, and a 
Guaranteed Star Newspaper, the three most de- 
sirable characteristics for any Newspaper. Cir- 
culution, daily average 1904, 113,242. 


Philadeiphia. Farw Journ), monthly. Wil- 
mer Atkinson Company, Fwy = Average 
for 1904, 393.380. Printers’ Ink awarded t. 
seventh sugar Bow! to Far:n Journal with thes 

inscription 
Awarded June 25th, 1902, by 
The Little 


* Printers’ Ink, * 
* Schoolmaster’ in tne Art of 
* Ad ertising. to the Farm 
* Journa. After acanvassiug 
re A “of merits extending over . 
period or @ year. tha: anoug a 
“those publisned 1: the Un Hy ye has oeen 
pes BE lsger ta the one tnat eee its purpose 
as au avd a pst 
“ral populat.on, and as an “aus ct econom#- 
* cal medium for com municating with them 
** through it: Liege 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 
OCTOBER CIRCULATION 

The following statement shows the actual cir- 


culation of THE KVENING TELFGRAPH for each 
day in themonth of October, 1905: 
i 














NET AVERAGE FOR OCTOBER, 


167,633 copies per day 


BARCLAY 8. bal nee fgg? gal President. 
ELPHIA, November 6, i 


Tota! for 26 days, 4.358.481 copies. 


Pitteburz. Lator World, wy. Ar. 1904, 22. 
618. Reacnes best puid classof workmen in U. 8. 





y w ent Cc beater. Local News. 
daily. W.H. n, Averayefor 
10h, 1B ase or In its 34th ee. 


In Has Chester | 

aud vicinity for tts bod get Devo 

to home news. henre 18 a home 
paper. Chester County is second 

tn the Stute in agricultural wealth. 


Williameport, Grit. America’s Greatest 
Weeicly. Av. first 3 mos. 1905 285.756. 
Thompson, Reps., New York and Chicago. 


York. Dispatch. daily. Average for 1904, 
8.974. Enters two-thiras of Yori homes. 


RHODE {SLAND. 


Newport. Daily News. A clean. enterprisina 
newspaper, well covering its field in So. Rhode 


‘ 





Island. 
Pawtueket. Evening Times. verage for 
months ending June 30th, 196, 16,818. 








PRINTERS’ INK. z1I 


Previdence. Daily Journal. 17.290 (©). 
Sunday,20. 486 :(@@). Eventing Bulletin 87. 886 
averuye 1/94. Providence Journal Co., pubs. 


Weaterily. San. Geo. H. Utter, pub. Aver. (904, 
4.480. Largest circulation im 8. Rhode Island. 


SOUTH CAROLINA. 
Oharieaton. “vening Post. samt dy. aver- 
for jirst eight months 196, 4.265 
Coiumbia, — Actual aver 
age for 1904, daily $.164 copies 
(OO); semi-weekly, 2.251. Sun- 
day 9.417 (@@). ct. aver. July 
to Oct. 23. '05, <daily 10,0763 Sun- 
day 11.268. 


SOUTH DAKOTA. 
Aberdeen. Dakota Farmer, s.-mo. oo gma 
year endiny October, 196, 85,525. Rate 20c 


TENNESSEE. 


Rnogviite Journal sat Tete 
une ’ e 

Jan. 31, i908, 15.060 oe. Weeily 

Leela “rerage 1904, 14.51% 
* N ‘ aw Of only “ihre papers 4 
ie) and only paper 

EE Zennerses awarded the Fs 

Star. The leader in news, circula- 

tion, influence ane adr ertising patrunage. 


Chattanooga. Crabtree’s Weekly Press. Aver- 
aye April aud May, 8%.082, 


Chattanooga, Weexly News, Cir. proven by 
P.-O. receipts, 60. 000, Best ad medium in South. 

Knoxville. Sentinel. Av.’04,11.482. Led near- 
est cumpet:tor 11,000 in advert’ng. 04,6 days v8.7. 

Memptia. Commercial Appeal. daily. Sunday, 
weekly Average 18t 6 mos, 1905, dt y 3N.7M 
Sunday, 55.247. weeilu, 84.49%. Smith é 
Thompson, Representatives N. Y. & Chicago. 


Nashville. Banner, dally. Aver. for year 1908, 
12.772: for 194, 20.708. Average March, 
April, May, 81,887. 


TEXAS. 

Denton. Record and Chronicle. Daily av- 
1904, 816. Weekly av.. 2,775. The daily and 
weekly reach nearly 80 per cent of the tax paying 
families of Denton county. 


E! Paso. Herald. 4v.’04, 4,211 ; May.’05,5.015, 
Merchants’canrass Herald tn 8%, 07 El Paso 
homes. Only El Paso paper elvaible to Roll of 
Honor, J.P. Smart. 160 Nassau St.. N. Y. 


Wouston. Post. Most wants, most cemieg. 1 best 
results. No experiment in Houston Post ads. 


San Angelo, Standard, ndard, weekly Average for 


1904, 2.909, 
VERMONT. 


Barre. Times, daily. F. &. Langley. Aver. 1904 
3.161, for six mouths, 195, 8.36%. 


Burlington. Daily News, evening. Actual 
daily average 1904,6,.01% , last 6 mos., 6,625; 
last «: mos., 7,024; last month, 7,847. 


Burlington. Free Daily av. 08, 5.566, 
04,6.682. Largest city ‘ews State cireulution. 
Examined by Assoc’n vf American Advertisers. 


Montpelier. Argus, d’y. 1904 average, 8.968, 
rgus and Patriot, w’y ; 1904 average, 3.256. 


Rutland. Herald. Arerage 1904, & hi Av- 
erage 3 mouths ending June 1, 1906,4,1% 


St. Albans, Messenger, enger, daily. Actual average 
Sor 1904, 8,166. 


Pe became een 
Norfolk. spatch. 9.400; en June 


11.542. July tee 944. Saouet, 18,071. 


Rae 4 Landmark (@©) Leading home 
Circ. genuine. Nopads. VanDoren, 8p’l. 


Richmond, News Leader. afternoons. Actual 
daily average 1904, 2%.57% (see American News- 
paper Directorus. It has vo equal m pulling 
power between | Washington aud Atlanta, 
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oning. Times-Dispatch, 


A r y average year end- 

tag December 1904, pT phe Ln 

yw on tn te 4: #.. Gent 
Ca n ninei 

of Richmond homes, The Stat 

paper. 


WASHINGTON. 
BM. ia. Recorder. Daily av. 1904, 2.289: 
»465. Only paper with tele. reports. 





"aes a. Ledger. Dy. av. 1904, 14.8643 Sy., 
= ite: cs 9.524. 
, 196, Daily, 15,189. Sunday, ‘19.7 ry 


oe ma. News. Daily caaege 6 waitie end- 
ing May 3/, 16, 327. Saturday issue, 17,495. 


WEST VIRGINIA. 


Curherbere. Sentinel, daily. R. E. Hornor, 
Average Jor 1W4s, 2.820. 


< R sc News. Daily paid circ.,11.517 (2). 
Sunda id circ., 11.988 (sf). For 12 months up 
to “April's, 1905 wrantees a paid circulation 
equal to any other two Wheeling papers comb: ned. 


WISCONSIN. 
peewee Evening Wisconsin, d’y. Av.1904, 
26.201; Oct., 1995, 26.201 (©@). 


steel eo daily. Journal Co., pub. 
¥r. eud. Oct., 195, 39.252. Oct., 195,41. O52. 


Png oy Norehaeaeare dauy. 
1904, 7.281. First eivht months 1905, 


—_ rint. Macine, V in.. 
ao words only 
Wisconsin mt 
tion :8 oe ed te x. the Amer- 
toan Newspaper Directory. Actual 
average for 7903 SS8.1N81: for sw, 
87.25 Fhe oper nae July 31 














am waged 
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"ieee 


1905, 40, 19 BA +A Templ ; 
Court. W. ichardson, Mgr’ 
WYOMING. 


Cheyenne, Tribu Actual | aaa average et 
for oak ain wanthe ef 1008. 4.3: 


BRITISH OOLUMEIA. 
Vancouver. © ger — 97 daily. Arerage for 


1904, 7.426: Oct.. 935, H. DeClerque. 
U. &. kepr.. Chicago ae ‘New York. 





Mage yy Colonist, daily. Colonist P.& P. 
‘0. Aver. Sor 1903, $.695 ; for 1904, 4,856 (%). 


MANITOBA. CAN. 


Winnipeg, Free Press, daily and rreekly. Av- 

oun f Sor :ws. daily. 25. G98; weeny, 15,801. 
Da y. October, 1905, 31,550. 

Winnipeg. Telegram. dail daily and Wwoehdy. 
av. ¥§ mos ending Sept., #0. 05, 1%.16. 9 
'05,20,107. Saturday issue exceeds zi. 500. 


NEW BRUNSWICK, CAN. 

&t. John. Star. Actual daly arerage for 
October, November, . 1904, 6.091. 
NOVA SCOTIA. CAN. 


Halifax, Herald (29) and Evening Mail- 
Circulation, 1904, 15,65 Flat rate. 





Truro. News; daily, 8 pages; weekiy, Spaae, 
Weekly, 1904, average. 6,019; now, 6.500 
ONTARIO. CAN. 


Toronte. Canadian Impiement ane  vaete 
Trade. “monthly Average Jur 1W4s, 6. 





Terento, The News. Sworn arerage sa cir 
culution for June, 1905, 39.496. Advertising 
rate 3e. t, run of’ paper. The largest cir- 
—— of any evening paper published in On- 
aro. 


Toronto. Ev. Telegram. D’y. av. 1904.81, 884, 
Aug.,’05,88,808. Perry Lukens, Jr.. N.Y. Repr. 





Toronto. Star, daily. Daily average first 
nine months 1905, 38.087. 


QUEBEC. CAN. 


Mentreai. Herald, daily. Est. 1808. Actual 
aver. daily 1904, 23.850 ; weekly. 18.886. 


Montreal. La Presse. La Presse Pub. Co. 
Lta., publishers. ctual average 1904. daily 
$0,259; Av. Mar., '05, 95.826. Sat., 118.892, 











ets Star. dy. Fogg ® Graham &Co. Av. 
for 03, dy. 55.127. wy. —— 269. Av. for 1904, 
Hi 56. 795. > Dy. 125.240, 


Sherbrooke. Daily ae vet teed 
months. 1905, &. 820; Oetober, 1905, 6.254. 








those publishers who 


importance. 





The Roll of Honor is considered by 


it the most effective, 
est means of setting circulation figures fo 
date before the American advertisers. The 
Roll of Honor is a newspaper directory to 
date; it chronicles the facts of last month 
last week—of yesterday. 

There is no service like it to be had 
anywhere—based upon and backed by the 
rules and requirements of Rowell’s Ameri- 
can Newspaper Directory, its value to pub- 
lisher and advertiser becomes of unusual 


make regular use of 
cheapest and quick- | 
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(o ©) GOLD MARK PAPERS@O) 





Out of a grand total of 23,146 publications listed in the 1905 issue of Rowell’s American Sowspe. 
per Directory, one hundred and twelve are distinguished from all the others by the so-called gold 


marks (© ©). 


aif 


biicati 


having the gold marks in the 





Announcements under this cl 
Directory, cost 20 cents per line 
$20.20 tor a full year, 10 per cent 


from 
— two lines (the smallest advertisement accepted) cost 
ount, or $18.72 per year spot cash. if paid wholly in advance, 





WASHINGTON, D.C. 


THE EVENINGSTAR (©0), Vamtagten. D.C. 
Reaches 90% of tbe Washington h 


GEORGIA. 


ATLANTA CONSTITUTION. Aug. Daily 
40,728 (OO), Sunday 50,102, Wely ‘Tot, 925. 


THE MORNING NEWS (© ©), Savannasn, Ga. 

ood newspaper in every sense; with a well-to- 

bite with many wants and ample a 
Oniy morning daily within one hundred mules. 


ILLINOIS, 


GRAIN DEALERS JOURNAL (@©0). Chicago. 
Largest circulation; best in s best in point of quality. 


BAKERS BEL phn. A ©).¢ 8(@ @), Chicago, only “Gold 

Mark” baking journal Oldest, largest. best 
known. Subscribers in ‘in every State and ‘erritory. 

TRIBUNE (© o.. “Only pal om ree | in Chom a = 
ceiving this ma: UNE ads bi 
satisfacto: ry resale. 

KENTUCK 

LOUISVILLE COURIER. 3 SOURNAL (© ©). 

Best paper in city ; read 0; read by best 


MASSACHUSETTS. 


BOOT AND SHOE RECORDEK, Boston (© 2, 
greatest trade paper; circu circulation universal 


BOSTON PILOT QO, ever: , every Saturday. Koman 
Catholic. Patrick M. Donahoe, manager. 


BOSTON EVENING TRANSCRIPT (@O), estab- 
lished 1830. The only gold mark daiiy in Boston. 


TEXTILE WORTD RECORD (Q6), Roston. is 
the “bible” of the textile iudustry. Send for 
booklet. “The Textile Mill Trade. 


WORCESTER L’OPINION ag ne hed oe ©) is 
the leading French daily of New Engian 


MINNESOTA, 


NORTHWESTERN | MILLER 


(eo) Minnea) oS Min year. Covers 
mil and f trade re over ar the world. The 
only “Gold Mark” milling journa! (©). 

NEW YORK. 


BROOKLYN a (OO) is THE advertising 
medium of Brookly 


THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertasing medium in this section. 


RMY AND NAVY JOURNAL (©©). 
its class in circulation. influence and presti; 


VOGUE (@@). the authority on fashions. Ten 
cents a copy; $4a year. 11-13-15 lh, 2th St., N.Y 


THY IRON AGE ( established 1855. The 
recognized authority in oh, representative flelds. 


ENGINEERING NEWS(@@).—A technical pub- 
a of the first rank.—Sun, Pittsfield, Muss. 


First ~ A 


ews prints more transient ads than ail 
other technical papers; 1% & 3c. a word. Try it. 


HARDWARE DIALERS’ MAGAZINE. 
In 1904. average :ssue, 
D. T. MALLETT, Pub., 


2, ¢ ). 
* 285 Brosaway, N.Y. 


NEW YORK HERALD (©©). Whoever men- 
tions America’s en My newspapers mentions 
the New York HERALD 


ELECTRICAL WOKLD AND ey ‘o0) 
establiched 1874; covers foreign and mestic 
electrical purchasers: largest largest weekly circalation. 

CENTURY MAGAZINE «¢ (© ©). There area few 

unity who know more 


Taese people read the 
Curruny MAGAZINE. 


NEW YORK Lae hag Fe ©). daily and Sun- 
day. Established 18 a coeeeer arate clean 
and up-to-date senapenee, whose readers repre- 
sent inteilect and purchasing power toa hbigh- 
grade advertiser. 


THE NEW YORK TIMES FA a the po news 


that’s fit to print.” Carries more high-class dry 
Py 8, financial, publi shers’,| le and in+truc- 
jion advertising than any other New York a 
paper. Over 1 ,000 metropolitan c: tion. 
OnTO. 
CINCINNATL ge ed nk © Great--infla- 
ential—of world-w advertising 


meoaium in peered Middie West. Rates ana 
information supplied by Beckwith, N.Y. “chicago. 


PENNSYLVANIA. 
oN FUH.ADELE BIA 7 3 " is o Geld Merk 
) Newspaper, a ot Honor Newspaper, 
at teed Star Newspaper. the three 
most  Gesira tics for any News- 
paper. Cireulation. daily average 1904, 113,242. 


THE PUBLIC LEDGER (©©)—Inderendence 
Halland Public Ledger are Philadelphia‘s land- 
marks; only paper ailowed in thousands of Poila- 
delphia homes Circu'ation now w larger than in 
70 years. Over 110,000 more advertisements april 1 
to Nov. 1, 1905, than same period 


THE PITTSBURG 
©® DISPATCH ‘oo 


4nat 





that j advertisers 
always select first to‘cover the rich. pro 





ductive. Pittsburg field, (nly two-cent 
morning paper ae a —— most 
profitable to adver home 


delivered ciroulation ! in. Greater - A 











SOUTH CAROLINA. 
THE STATE 1 8. ‘h 
quality, la: get See. 5 f..3 = High ” 
VIRGINIA. 


THE NORFOLK LANDMARK (@©) is the 
home paper of No: folk, Va. That speaks volumes. 


WISCONSIN. 
THE MILWAUKEE a. Rooness 
(©©'. the only gold mark daily Wisconsin. 


Lexs than one thousand of its AM. take any 
other Milwaukee afternoon newspaper. 


CANADA, 


THE RoliFax A ome id the EVEN- 
ING MalL. Circulatio: be, » Ah _ 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Basi is a Popular Vote for the 
Newspaper in Which It Appears. 














Advertisements under this heading, from papers of the 
requisite grade and class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smallest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid wholly in advance. 








ARKANSAS, ‘THE one Sg Moines RECESS AND ND LEADER: = ouly 
N Arkansas the Little Rock GazeTTx is dean of morning paper; carries more “wan % 
N dhe Want ad field. Kate, te. a word. Seeing Se Gay ether Lown aowuapes. 
COLOKADO. MAINE. 
TP Denver rom. Sunday edition. Nov. 7 HE EVENING 1 @ EXPRESS carries more Want ads 
a total of 1156-10 columns. ‘the Posr is the big er Portiand dailies combined, 
Want medium of the Rocky Mountain region. 


The rate for Want adverstsine in the lost is 5c. MARYLAND. 

per line each insertion. seven words to the line. ss "yas Baltimore News carries more Want Ads 
a than any other Bajtimore daily. It is the 

CONNECTICUT. ° recognized Want Ad medium o1 Baltimore. 

ERIDEN, Conn.. RECORD covers field of 50.000 








population ; working people are skilled MASSACHUSETTS. 
mechanics. Classified rate, genta word a day. » CENTS for 30 pwente, 5 days. Day ENTER- 
Sve. cents a word a week. “Agente Wanted,” 40) Brockton, Mass., carries soliu page 
cent a word aday. Want ads. Circulation exceeds 10, 
DISTRICT OF COLUMBIA. 7S See Ses Sear ts Behet- 


ou: or Wests - Ak aes — iy — sad England. 
HE EVENING and Sunpay Star, Washington. ip more ements of schools and in- 
D. C. (© ©). carries DOUBLE the numberof structors than all other Boston dailies combined. 


WansT Abs of any other paper. Rate Ic. a word. a 
mene Bemonthe GLOBE. daily ona Sunday. first six 


ILL INote, tad as nd rw a te 
3. and there were no or 
HE Champaign News is the leading Vv Wont ad ainarease. ‘This was a gainof 3,959" want” ads 
medium of Uentra! Eastern Lil yao the — period of 1904, an bg eg 
EORIA (1l1.) JOURNAL reaches over a of n any other Boston paper ca uring 
is the prosperous people of Central Illinois. ‘irstsix months of 1905. 
Rate, one cent per word eacl each issue. 





SON TEARLY everybody rybody who reads the Eng- MICHIGAN, 

e in. around or about Chi- AGINAW CovurizR-HERALD (daily), only Sun- 
cago, reads the DAILY NEWS,” says the Post-o, day paper; result wetter; circulation in ex- 
Reriew. and that’s why the DAILY NEWS isChi- cess of 31¢. word; 4c. subsequent. 
cago’s “want-ad” directory. Btn Si 

INDIAN A. MINNESOTA. 
E Minneapolis JOURNAL carried over 49 
HE Marion LEADER ts recognized as thebest jm r cent more Want ads during A 
result getter for w want ads, 18s than « any. she — , lis i ily” Angnet, 
- ants and noo onable Wants. Circulation 
Mfpas' any outer Tere Haase papers hase, 1089100; 19 6438, fro 9 months 16, 61,60 
enecent per word. ber, 68,048 
f—.HE Muncie STaR is the recognized Wantad + eT 
medium of Muncie. It prints tour times as an Medonms 


Want ad medium of Min Hi id 

much classified advertising daily as all other been for many yeurs. It is the oldest. a 

Muncie dailies combined. apolie RY x A over 100,000 aesensorn, 

whic! each day over and avove an: 

ee — * News during th e year \904 Scher Minneapolis gaily. Its evening edition 

mente tnan all other Gailies of indianapolis ®lone has tsands, than any of in Minneapolis. by 

prin a total of 273.730 separate 4 thousan oe any other cveuing paper. 

paid Want aas d that time. of Want advertise- 

———_ % sions every weem as full price (average of two 

AY Star I d of pages a day). no free ads; price covers both 

>TaR. Munc' e STAR and Terre uamee STARK; morning Ba evening issues. No other Min- 

general offices. Indianapolis. Rate in each. one peapolis 6 carries anywhere near the num- 

cent per word; combined rate, two cents per ber of id Wanted advertisements or the 
word. amount in volume. 


UitING the month of October. 1904, the In- HE ST. PAUL DISPATCH IS ALL YOU NEED 
; a ~A-—4 Huvlied 8.9 tines of of T in St. Paul for Wan‘ Ads. It carries more 
lished 48,214 lines, a gain of 32.344 lines. ‘It Sram Advertising than all other St. Peul mediums 
want ads Cy not pay, the report would have combined.* The sworn average daily circulation 
been differen of the St. Paul Dispatcn for August, 1905, was 
oo 6L.932. It is the only newspaper of its circula- 
10WA. tion in St. Paci or Minneapolis that charges full 
HE Des Moines CaPrTaL Cae = e larg. rates for all classifications of want ads. The Au- 
ne nn in tne city of bes Moines of gust want advertising shows an average daily 

as newspaper. it is tbe want ad mecdium increase of 798 lin th i 
of lowa. Rate, one cent a word. By the month. es over same month in 1904. 
rline. Itis pubnehed six eveningsa week. Seven telephone trunk lines assist in receiving 

the big day. this classified business. 
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MISSOUKI. 
GLoBe carries more Want ade 


SE Joplin 
than all other seoeee in Southwest Missouri 


because it gives results. Une centa 


comnpened, bes 
word, 


MONTANA. 
HE Anaconda STANDARD is Montana’s great 
“Want Ad” medium ; ic. a word. Rees 
circulation (1904), 11,359 ; Sunday, 13,756. 


NEBRASKA. 


INCOLN JOURNAL AND NEWS. i cc cir- 
culation over 27,000. Cent a wo: 


T= L‘ncoin DaILy Star, the best ‘Want Ad” 
me jium at Nebraska’s capital. 
circuiation exceeds 16,000 daily. 
per word. Sunday W ant ads receive extra in- 
partion in time. Dat Sr afternoon edition if f coe is 
received in time. DaiLy Stak. Lincoln. Neb. 


NEW JERS! JERSEY. 
cmapere DaLy JouURNAL—Leading Home 
: J0to # fee. Only “Want” Med- 
lum, Cent-a-word. _Largest circulation. 


N#W48«. FP Faun ! ZEITUNG (Daily and 
meee oo reaches bulk of city’s 100,000 Ger- 
One cent per word ; 8 cents per month, 


NEW YORE. 


la | EAGLE has no rivals in Brookiyn’s 
classified business. 


(HE Post-EXxPRESS is the best afternoon Want 
ad i in Kock ¥ 





LBANY EveNING JOURNAL. Fastern N. Y.’s 
best paper for Wants and classified ads. 


re —. Mount Vernon. N. Y. Great- 
in W b County. 


UFFALO NEWS with over 95,009 circulation, 
isthe only Want Medium in Buffalo ana the 
Want Medium in the State, outside of 

New ork City. 


Ts Trwes-Union. of Albany, New York. Bet- 

ter medium for wants and other classified 

matter than any other paper in Albany, ana 
arantees a comamen greater than al other 

ay ve papers in that city. 

published weeky. The rec- 

ng Want ad medium for 
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ognized and jeaam: 
ee - mail order araeen, os " wee 4 
noveit inting. written circula 
rubber pm Fay office devices. adwriting, half- 
tone making, and practically anything whicn 
interests and appeals to advertisers and busi- 
ness men. Classifi rifled advertisements. 20 cents 
a line per issue os six words toaline, Sample 
copies, ten cents. 


NORTH DAKOTA. 
RAND FORKS HERap. Circ. Sept. ’05, 6,515. 
Examination by A. ee A., June '05. Bi 
Daily inN.D. La Coste & Maxwell, N. Y. Rep’s. 


Onto. 


‘OUNGSTOWN VinpicaTor—Leading “Want” 
medium. ic. per word. Largest circulation 


Th MANSFIVLD News publishes daily more 
20.000 population 

words or less 3 consecutive times 

or less, p= 5 te one cent per each additional word. 


OKLAUOMA. 
HE OKLAHOMAN. Okla. City. 11.358. Publishes 
more Wants than any four Okla.competitors, 


SOUTH CAROLINA. 
: a Columbia STATE (@©) carries more Want 
ads than any other 8. C. newspaper. 


PENNSYLVANIA. 
Ts Chester. Pa.. TIMES carries from two to 
five times more classified ads than any 


other paper, 





WHY DON’T YOU PUT IT IN 
THK PHILADELPHIA BULLETIN! 
Want Ads. in THE BULLETIN bring 
prompt returns, because “in Pbila- 
delphia nearly everybody reads 
ULLETIN.” 


Net paid daily average circulation for 
pai ly ee 


r: 
203,517 copies per day. 
(See Roll of Honor column.) 


VIRGINIA, 

HE News LEADER, ~ ublished eee afternoon 
except Sunday, kKichmond. Va argest 
circulation by iong odds (28,576 aver. 1 yours and 
the recognized want advertisement medium in 
Virginia. Classified aavts., one cent a word per 
" in advance; bo advertisement 

counted as less than 25 worus; no uispiay. 


CANADA, 
[HE Halifax HERALD (OO) and the Mair—Nova 
Scotia's recognized Want ad mediums. 


L* PRESSE, Montreal. Largest daily circula- 
tion in Canaaa witnout exception. (Daily 
95,825, Saturdays 113.892—sworn to.) Carries more 
wantaas than any French newspaper in the world 


M\HE Daity TELKGRArH, St. John, N. B., is the 

want ad raedium of the maritime provinces. 
Largest circulation and most up paper of 
Eastern Canada. Want ads oue cent a word. 
Minimum charge 25 cents. 


Ts Montreal DaILy STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FaMILy K&RALD AND 
WEEKLY STAR Carries more \\ ant advertisements 
than any o\her weekly paper in Canada. 


‘EQ, HE Winnip FREE PRESS carries more 
Pe want” adve 





a published in Western 
com in Moreover, the FREK PRESS carries a 
larger volume of fr'the Dor edvertising than any 
other daily paper in the Dominion. 
BRITISH COLUMBIA, 

VICTORIA COLONIST. Oldest established 
paper (1857). Covers entire Province. Great- 
est Want Ad medium on the Canadian Pacific 
Coast. 


on ooo 

A CLEVER TRADEMARK IDEA. 
Finding a suitable trademark is a 
matter of difficulty nowadays, for 
nearly all the words that may be used 
are already registered. The Hope 
clothing concern, Broadway and Cham- 
bers street, New York, has registered a 
number of familiar names to apply 
to suits, overcoats, raincoats,  etc., 
ofegnes the simple device of arbitrary 
ling that entitles them to entry. 
Some of these words are “‘Astorr,” “St. 


Reejis,” ‘“Delawear,” ‘“Hutsen,” ‘“Pa- 
cifik,”’ “Atlantik,” “Talleo” and 
“Kountryklub.” It will be noted that 


these spellings do not have the freak- 
ish appearance that so often goes with 
an arbitrary trade name. Another con- 
sideration is that such names may 
registered in Great Britain, where one 
of the requirements is that all trade- 
marks must be arbitrary in spelling. 
—————_$_+.@——_—____—_ 

“‘BooKPLATES” is a brochure from the 
Triptych, 1 Madison avenue, New York, 
a concern that executes book labels for 
those who want them. Besides ten 
examples of bookplates made by the 
a there is an essay on the nat- 
ural history and personal habits of the 
bookplate by Kendall Banning, Eastern 
editor of System. This brochure is 
printed on vellum, with dainty color 
effects, and is a handsome affair, 


-. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY | Pubiisnegs. 


ween 
(@ Issued every Weuvesday. Subscription 
price. two dollars a year. one dollar for six 
months. inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one ume. will 
be pur down for vne year eacn and a larger nu:m- 
ber at the same rate. Five cenis acopy. Three 
patngn RA yng 3 se okiceie oo ecg tl 
ype pi it is wave ble to supply back 
numbers, 1f wanted in lots of 500 or mone “put in 
= = cases the charge will be five doliarsa 
undred. 





ADVERTISING RATES . 
vertisements 2 cents a line, pearl measure, 
6 = to the inch : $3); 200 lines to the page : $40). 

Yor specitied ition s2lected by the a.ver- 
tisers. it gran douvie price is demanded. 

On time conuracts the last copy is repeated 
when new cupy fails to come thand one week 
in aavance of oa of publication. 

Contracts by the month, quarter or year may 

ntinued at the pleasure of the advertiser, 
and space usea paid for rata 

Two lines smuliest advertisement taken, Six 

words make a line. 

“Everything appearing as reading matter is in- 


rted free. 

all eeeeetiomnents must be handed! in one 
week in ad 

‘Advertisers to ‘the amount of $10 are entitled 
to a free subscription for one year, if demanded 





Cuares J. ZINGG, 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sear-.5v-52 Luagate EBill.EC 


NEW YORK, NOV. 22, 1905. _ 














PRINTERS’ INK is a ae 
an independent journai, con- 
nected in no way whatever with 
any advertising agency, seiling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 


THE GREAT VICTORY. 

The election of William 
Travers Jerome was the greatest 
moral victory of election day in 
this country. Its value is im- 
measureable.—Boston Transcript. 


THE CANADIAN TRADE 
PRESS. 














In the November issue of the 
Trade Press List, Boston, appears 
a schedule of the trade journals of 
Canada, with a request from the 
editor, Robert Mitchell Floyd, that 
those familiar with the technical 
press of the Dominion send in any 
corrections that may help in re- 
vising the schedule. According to 


Mr. Floyd’s count Canada has 21 
agricultural journals, 2 advertising 
journals, 5 publications devoted to 
architecture, contracting and lum- 
ber, 3 to farm implements, 19 to 
finance, insurance and real estate, 
16 to medicine, dentistry and 
pharmacy, 1 to typewriting, 7 to 
mining, 2 to jewelers, 2 to har- 
ness, leather and shoes, 3 to trans- 
portation, 6 to hardware, electric- 
ity and engineering, 3 to tobacco 
and liquors, 3 to books and sta- 
tionery, 6 to dry goods, 10 to gen- 
eral merchandise, and 16 miscel- 
laneous publications, including 2 
newspaper directories. 


GOOD USE OF SMALL 
SPACE, 








The advertising of None Such 
Mince Meat is now written and 
placed by the C. E. Wyckoff Com- 
pany, of Ithaca, N. Y. A set of 
small ads to run in nas 


‘NONE SUCH 


LIKE MOTHER ® 
USED TO MAKE® 


& 
; In 2-Pit 10° Packacesg 
MERRELL-SOULE COg 
i SYRACUSE. NEW YORK 


‘MINCE M iRAT 


a times a week from October 
to March has lately been sent out. 
As will be seen by the reproduc- 
tion herewith, excellent use has 
been made of the twenty-eight 
line spaces by an imitation sten- 
cilled effect that is at once bold 
and novel. These ads go on 
woman’s page or among the 
market and food news. Publish- 
ers are prohibited running them 
on financial or sporting pages. 








AN anti-prohibition weekly pub- 
lished in Minneapolis, Both Sides, 
has been excluded from second- 
class postal privileges for printing 
some verses that were declared 
unmailable, 
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NEW YORK “POST” GAINS. 


October was the eighth consec- 
utive month in which the New 
York Evening Post's advertising 
columns showed a gain, the 
amount of business published dur- 
ing that month being 28,979 lines. 
During the eight months past the 
Post has gained 602 columns over 
the same period last year. 








WHEAT MONEY. 


According to a statement sent 
out by the Winnipeg Jelegram, 
the bank clearings of that city for 
October amounted to nearly $42- 
000,000. In October, 1904, they 
were about $28,000,000, and two 
years ago less than $14,000,000, so 
that in three years the aggregate 
has been tripled. In the same 
period the Telegram’s circulation 
has doubled, growing from 10,000 
daily average to 20,107, the pres- 
ent figure. 








TECHNICAL AD _ CLUB 
ELECTS OFFICERS. 


The Technical Publicity Asso- 
ciation, of New York City, an or- 
ganization of the advertising man- 
agers of large machinery concerns 
that use trade journals, held a 
meeting and ate dinner at the 
Aldine Club November 3. H. M. 
Davis addressed the association 
on “The Advertising Appropria- 
tion.” An informal discussion 
followed, in which the members 
exchanged views on the disposi- 
tion of advertising appropriations, 
the relative amount that should 
be spent in magazine and circular 
advertising, the relation between 
the advertising appropriation and 
the volume of business, etc. The 
following officers were elected: 
President, C. B. Morse, Ingersoll- 
Rand Drill Co.; 1st Vice Pres., 
H. M. Cleaver, Niles-Bement- 
Pond Co.; 2nd Vice Pres., Frank 
H. Gale, General Electric Co.; 
Secretary, Rodman Gilder, Crock- 
er-Wheeler Company; Treasurer, 
H. M. Davis, Sprague Electric 
Co.; members ‘of Executive Com- 
mittee, Graham Smith, Westing- 
house Companies and Chas. 
Manfred, Johns Manville Co. 


BAKING POWDER ADS. 


The Beaumont Bureau, a Nash- 
ville, Tenn., agency, is sending out 
new:copy for Hi-Lo Baking Pow- 


der to an enlarged list of publi- 


cations. This agency asks for 
rates on both display and readers 
in the newspapers of Indiana, II- 
linois, Kentucky and Arkansas. 





THE RESULTS COUNT. 


“Was it a wise thing to change 
the naitie of Leslic’s Monthly to 
that of the American Illustrated 
Magazine” is the question fre- 
quently asked this season in the 
advertising fraternity. There is no 
doubt that this action taken by 
the publishers was radical, but the 
answer to the pertinent query 
which naturally follows, “What 
are the results?” is the emphatic 
statement made by the publishers 
that the sales of the magazine 
show a very substantial advance, 
some twenty per cent, and the 
volume of advertising indicates a 
big increase. 








DAY BY DAY 


Year In and Year Out 


Every day of the year a statement 
of the circulation of THE CHICAGO 
RECORD-HERALD for each day of 
the previous month is printed on 
the editorial page. 

No other Chicago morning 
paper prints this constant record. 


CIRCULATION FROM JANUARY I 
TO JUNE 30, 1905: 


Average per day, 148,520 
Average Sunday, 202,738 





THE CHICAGO 
RECORD - HERALD 
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On Sunday, November 12, the 
Houston (Texas) /ost published an 
edition of 84 pages, containing more 
than 350 columns of advertising. 
This is the largest newspaper ever 
published in Texas, according to the 
Post. 





GOOD BUSINESS ON THE 


COAST. 


In a recent Sunday issue the 
Portland, Ore., Journal printed 
1,405 inches of local advertising, 
123 inches of foreign, 285 inches 
of classified, 24 inches of readers, 
and 163 inches of real estate pub- 
licity. While this paper admits 
some slight losses in street sales 
owing to the close of the exposi- 
tion, its publisher states that sub- 
scription circulation has increased 
since the gates were shut, and its 
advertising patronage has also 
grown. 





KANSAS CITY. 


Kansas City, with 163,752 in- 
habitants, according to the last 
census, 1s outranked by sixteen 
other cities in this country in 
point of population, In spite of 
this it ranks second among the 
cities of the United States as a 
lumber market; second as a live 
stock market and meat packing 
center; second in point of health; 
third as a horse and mule market; 
third in amount of telegraphic 
business transacted; tenth in bank 
clearings; thirteenth in postoffice 
receipts; and fifteenth in factory 
products. These figures are quo- 
ted from a _ statement recently 
made by M. V. Watson, vice- 
president of the United States and 
Mexican Trust Company. The 
same authority states that the ter- 
ritory tributary to Kansas City 
produces 21 per cent of the wheat 
of the United States; 32 per cent 
of the sheep; 35 per cent of the 
horses and 1aules; 39 per cent of 
the hogs; 40 per cent of 
cattle; 43 per cent of the oafs; 45 
per cent of the cotton and 51 per 
cent of the corn. As a distribut- 
ing point for agricultural imple- 
ments Kansas City is the largest 
in the world, 


the ¢ 
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TO DO SO IS THE UNIVER- 
SAL CUSTOM. 


Wimincton, Del., Nov. 11, 1905. 
Editor of Printers’ Ink: 

I will thank you to give me your opinion on 
the following proposition: There is a consoli- 
dation of two daily newspapers, the Republican 
which is in its 73d year, and the Fournal 
in its r8th year, and for a time the consolida- 
ted paper will bear the title the Zvening 
Journal and the Daily Repub.ican, but later 
it will be only the Evening Fournal. Would 
it be proper for the consolidated paper to take 
the age of the older paper? 

Thanking you in advance for your view on 
this question, I am, 

Horace G. Know tes, 
In cases similar to the above it 
is the usual custom to retain the 
oldest date of establishment. I 
do not say that such a course is 
proper, but I do assert that it is 
usual.—[Editor PRinTers’ INK. 


A BANK ADVERTISING OR- 
GANIZATION. 


The Banking Publicity Associa- 
tion of the United States, which 
was organized at the recent bank- 
ers’ convention at Washington, 
has for its chief object the inter- 
change of ideas and methods per- 
taining to financial advertising. 
Local headquarters are to be es- 
tablished in various cities, accord- 
ing to present plans, and these 
will procure from members speci- 
mens of booklets, newspaper ads, 
etc., and distributed to other 
members, At the annual conven- 
tions of the American Bankers’ 
Association an exhibit of financial 
advertising will be held. The fol- 
lowing officers were elected: 


President—Harold A. Davidson, Sec. Home 
Trust Co.,of New York, Brooklyn, N. Y. 
First Vice-President—D. C. Wills, Cashier 
Diamond National Bank, Pittsburg, Pa, Vice- 
Presidents—Charles Moore, Sec. Union Trust 
Company. Detroit, Mich.; Geo. Eustis Robert- 
son, Publicity Mgr. Northern Trust Co., Chi- 
cago, Ill.; Robert J. Lowrv, Pres. 7 
National Bank, Atlanta, Ga.; James E. 
Brock, Sec. Mississippi Valley Trust Co.. St. 
Louis, Mo.; C. J. Craft, Sec. Central Trust 
&*Savings Co.. Philadelphia, Pa.; Pierre Jay, 
Vice-Pres. Old Colony Trust Co., Boston, 
Mass.; E.C. Tillottson, Vice-Pres. Cleveland 
Trust Co., Cleveland, Ohio; Herbert Wenig, 
Auditor Windsor Trust Co., New York City; 

. E. Woodside, Mgr. Bond Dept. n- 
geles Trust Co., Los Angeles, Cal.; Stephen 
Appleby, Asst. Cashier Pacific National Bank, 

'acoma, Wash.; Geo. W. White, Asst. 
Cashier Commercial National Bank, Wash- 
ington, D.C. Treasurer—Edward F. Feick- 
ert, Asst. Treas. Plainfield Trust Co., Plain. 
field, N, Secretary—Frederick Phillips, 
Sec. Lincoln Trust Company, New York City, 
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Mr. JoHn W. Cassipy, 
PRESIDENT OF THE EGG-O-SEE COMPANY OF QUINCY, 


ANNUAL MEETING OF THE INTERNATIONAL 


THE WALDORF-ASTORIA, ON OCTOBER 


ASSOCIATION FOR THE ENSUING YEAR. 


ILL., WHO AT THE 
ADVERTISING ASSOCIATION AT 
18, WAS CHOSEN PRESIDENT OF THE 





AccorDING to a Kansas City pa- 
rer the proprietor of the Jones 
dry goods store, one of the largest 
retail establishments in the West, 
attributes his success to the fact 
that he does a cash business, ad- 
vertises liberally and tells the 
truth, 


Mr. JoNATHAN A. Rawson, Jr., 
for several years actively identi- 
fied with the export trade as a 
representative of American manu- 
facturers, has. been engaged as 
manager of the foreign trade de- 
partment of the New York Com- 
mercial, 
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THE CLEVELAND TRUST 
COMPANY’S PUBLICITY. 


ADVERTISING OF AN _ INSTITUTION 
THAT WAS ONE OF THE FIRST IN 
THE UNITED STATES TO EMPLOY 
PUBLICITY, AND WHICH HAS 
STEADILY MAINTAINED ITS POSI- 
TION AS AN INNOVATOR—BOTH 
LOCAL AND NATIONAL ADVERTIS- 
ING—REMARKABLE GROWTH IN 
TEN YEARS. 


COMMENCED ‘BUSINESS | SEPTEMBER 10, 1905. 
Years. D t t: 








1st—1896 “111 $ 862,087 
2d—1897 1,772 2,483,129 
3d—1898 2,835 3,329,880 
4th—1899 3,840 3,940,784 
sth—1900 §:068 5,236,514 
6th — 1901 180 7,846,741 
7th—1902 177 8,773,839 
8th— 1903 18,061 14,683 748 
gth—1904 39,462 19,956,600 
toth—1905 51,116 24,534,G00 
Average yearly 

increase §,t10 $ 2,453,490 
Increase 1905 11,648 $ 4,578,300 


The Cleveland Trust Company, 
of Cleveland, Ohio, was one of 
the pioneer advertising financial 
institutions in the country, begin- 
ning soon after the Pittsburg 
Bank for Savings, which is gen- 
erally credited with being the or- 
iginal advertising bank. Its first 
advertising was devised by a 
Cleveland advertising expert, Mr. 
Rogers, and took an_ original, 
forceful tone from the start. This 
tone has been steadily maintained. 
Both local and national advertis- 
ing were employed from the out- 
set, and both branches have been 
more or less steadily increased in 
volume and effectiveness. The 
company’s advertising story is 
pretty vividly told in the above 
table of deposits and depositors, 
for these began to increase in a 
remarkable ratio soon after the 
campaign started, and during the 
past year, which has been one of 
greatest growth, the company has 
also been most active with its 
publicity, especially in the field of 
banking by mail. 

Nationally, the Cleveland Trust 
Company’s advertising thas laid 
stress on safety, convenience and 
interest, and has steadily appear- 
ed in a select list of general mag- 
azines. Locally, these features 
have been played up in other 
ways, with the club conveniences 
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of the banking rooms, the con- 
venience of its branches, its atten- 
tion to women, its courtesy to all 
depositors. The company has a 
remarkable system of branches. 
There are six of these in Cleve- 
land, one especially for women 
being situated at 121 Euclid av- 
enue, while out-of-town branches 
are maintained at five points in 
Ohio—Bedford, Hudson, Collin- 
wood, Willoughby and Lorain. 
Each branch has its local manager 
ard local advisory committee, and 
is almost a separate banking 
house. Another udvantage is 
found in the esprit de corps of its 
employees. Bank and trust com- 
pany men throughout the country 
are generally acquainted with the 
little monthly journal published 
by the Cleveland Trust Com- 
pany’s employees, the Eagle’s Eye, 
which is described as “a chronicle 
of their doings, a stimulus to their 
ambitions and a tonic for the 
weary-minded.” This is said to 
be the first journal of its kind 
ever published, and has _ been 
widely copied. 

The company now maintains a 
regular advertising department in 
charge of an advertising manager, 
Fred R. Fuller, formerly with the 
Western Reserve Trust Company 
of the same city. 

“The growth of the company 
has been largely due to its unique 
and aggressive advertising,’ says 
Mr. Fuller. “From the first it put 
out pamphlets, folders and other 
matter which was not only replete 
with solid facts bearing on the 
substantial nature of our institu- 
tion, but were sought after for 
their high artistic merit. The idea 
of bank promotion was new when 
the campaign was launched by 
Mr. E. G. Tillotson, our vice- 
president and manager, who had 
the advertising instinct in high 
degree. Daily papers were used 
locally, supplemented by persist- 
ent circularizing of personally 
classified lists in Cleveland. We 
believe results have demonstrated 
that circularizing has paid better 
than any of our other advertising, 
though each medium used has 
been entirely profitable. In the 
beginning the mails were not 
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clogged with third-class matter, 
and people kept our literature for 
reference. Mail advertising has 
always taken the form of adver- 
tising matter pure and simple; 
however, we don’t believe in cal- 
endars or novelties as a rule, 
though we can’t trace any losses 
to such of these as we have used. 
An advertisement in booklet or 
folder form will either be read or 
ignored, and the message, or 
dress, or especial quality that 
makes the difference between at- 
tention and disregard, lies in such 
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for themselves the luxurious read- 
ing rooms for men, the dainty 
suite for women, with a maid in 
attendance, the protective devices 
in the safe deposit department. 
Later, we made much of the man- 
agement, directors and advisory 
council of the company, sending 
out booklets and folders telling 
who each man was, what his 
business connection, and such 
other facts as would be interest- 
ing to people in Cleveland. 

“One of the most effective 
things used locally was the self- 
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Banking by Mail. 
4 per cent interest 














The 
Cleveland 
ewe Compan Ld 
booklet or folder itself—you can’t explanatory statement of re- 
secure it by tacking on a calendar sources and liabilities originated 
or other extraneous attraction. by Mr. Tillotson. Much new 


The principle of our mail litera- 
ture has been to catch the eye. of 
the recipient first, and then have 
our facts so plainly and concisely 
stated that the eye could not miss 
them. Eye-catching was done 
mainly through views of our 
banking rooms, with emphasis on 
their club-like arrangement, 
reading, writing, toilet rooms, etc. 
This was a new proposition to the 
public, and people flocked to see 


business has been traced to the 
plain way of setting forth our 
strength, and the feature has been 
taken up all over the country. 
Security and strength have been 
shown in other ways. Here is-one 
of our folders on this subject: 


SOME ODD WAYS OF MEASURING 
THE FINANCIAL STRENGTH OF 
THE CLEVELAND TRUST 
COMPANY. 


1. If the assets of this bank were converted 
into five dollar gold pieces and these piled one 
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upon the other, they would make a solid gold 
column five miles high or 120 times as high as 
the Williamson Bldg. (The Williamson Bldg. 
is one of the tallest skyscrapers in Cleveland, 
being 15 stories high). ' 

2. Converted into silver dollars instead of 
gold pieces the column could be extended 
thirty-three miles further into the sky—thirty- 
eight miles in all. 

3. Converted into silver dollars it would take 
aman more than a year to count them at the 
rate of one dollar a second, sixteen hoursa 
day, without interruption of any kind. 

4. Ifthe assets of this company could be so 
distributed they would provide $62.00 for every 
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One of the 
best things developed in the early 
days of the company was a flat 
tin box containing four booklets— 
one for each department of the 


pushed persistently. 


bank. These were delivered all 
over the city by messengers. The 
tin box was a duplicate of those 
used in our deposit vaults, and a 
little folder that went with it told 
how it might be used to put in- 











HIS is a bank 
understood by 


a bank account. It tells what you ought to know 






statement that is.intended to be' 
everyone old enough to control 



































aboiit the bank. ‘ 
T THE CLOSE OF BUSINESS ON MONDAY, JUNE 
THIRTIETH, NINETEEN HUNDRED AND TWO, 
oa ‘The Cleveland Trust Company had cash on hand and 
deposits in other banks subject to its checks, . $ 1,680,240.26 
tus | [t owned railway bonds and stocks listed on the New 
er tte York Exchange, . . + « « « 3,093,007.65 
e 0 of which could be realined open ot « few how’ netic, 
ONE CENT. It also had other bonds and stocks which could be 
| FOURTEEN MASKED MEN sy x Nd OTT atl 
‘The . 
OBTAIN $10,000 FROM A a 
HO! Smet | It had loans payable on demand amousting > . .. 2,858,531.58 
— 
ube . 
‘Tx ins | There were alsd time loans amounting to. 483,814.64 
and real estate loans amounting to 441,494.99 
Sone and its Séfe Deposit Vaults, now carried at . 60,000.00 
5 making total assets of ° $10,246,509.08 
tee rca da oh lh erninare tnd Gerace as been esiraly wig ext. 
‘averce | It owed to overten thousand depositors the sum of $ 9,201,224.66 
some of which is drawing (our per cent interest, some three, some 
two, and low of it no interest a oll —an increme of tore thee 
47 per com during the pan year. 
Sra | It ‘had reserved to pay its quarterly dividend, due ; 
, Mes tk oo 6. 
—_ leaving surplus and proftof ..  < + $32,784.42 
—an increase of 18 per cent during the past year— 
ons which with its capital of. . + 4 + __ $00,000.00 
balances the account : , $10,246,509.08 
La che forepoung sravement, ibe evened funds held im cram by dhe Company are mor inclnded, 
2 hey are Lept coarely separme and spart from io banking 
—— 
CARDINAL PO d employees The examinations of this 








of satisfaction to 
depositors of Tue Crsve- 
tarp Taust Company lies 
in the periodical exam- 
ination of the Company's 
accounts and securities by 
expert and disinterested 
public accountants. This 
practice was commenced 
@ couple of years ago in 
order that the possibility 
of defalcation on the part 


might be reduced to a 
minimum, 

While the Company 
has every confidence in 
its employees, this was 
considered a wise step in 
the interests of safety for 
depositors, and especially 
so in view of the fa@ that 
the laws of this State do 
not provide for the ex- 
amination of State Banks, 


-bank cover every entry of 
the Company's books, every 
depositor's pass-book and 
vall of the cash securities. 

A bank that is not 
afraid of publicity, but 
submits all of its books 
and securities to the 
periodicah examination of 
disinteretted public ac- 
countants, is a safe bank 
in which to deposit money 
at.four per cent interest. 





‘THIS BANE PAYS 4% INTEREST OW SAVINGS DEPOSITS 


2 ON CHECKING ACCOUNTS 








man, woman and child in the City of Cleveland. 

5. The Cleveland Trust Company has 48,000 
depositors, If these depositors should stand 
up in line close enough to touch finger tips, 
they would reach from Cleveland to Geneva, 
Ohio, fifty miles. They are more in number 
than the entire population of such cities as 
Saginaw, Mich.; Norfolk, Va.; Lincoln, Neb.; 
Holyoke, Mass., and Fort Wayne, Ind. They 
represent one out of every nine inhabitants of 
the City of Cleveland—men, women and 
children 


ht “Safe deposit advertising was 


surance policies in and sent to us 
for safe-keeping at a dollar a year. 
This brought in hundreds of peo- 
ple for safe deposit conveniences, 
while the four booklets did as well 
for other departments. 

“Early success with advertising 
did not dampen the company’s 
ardor, and it has ever since been, 
locally, one of the largest financial 
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advertisers in the country. The 
national, or banking by mail, cam- 
paign began because this field ap- 
pealed to the company after the 
successful experiments of other 
banks, and because it believed 
enough people in the country 
would be interested to send money 
to so strong an institution for de- 
posit at four per cent interest to 
make it worth while, Our list of 
magazines is small, but we use 
them practically every issue. At 
present we are in Success, Satur- 
day Evening Post, McClure’s, 
Outlook and Everybody's, having 
dropped others which did not 
show proper results. Interest isa 
leading argument in this advertis- 
ing, and after that security and 
strength, The latter we endeavor 
to demonstrate by showing the 
city in which the company does 
business. Inquirers. receive a 
book entitled ‘Cleveland,’ contain- 
ing a large number of pictures of 
the city’s industries, public build- 
ings, residences, etc., with short 
descriptions of Cleveland’s man- 
ufacturing interests and the con- 
ditions that make it possible to 
pay four per cent interest. 
“Financial advertising runs into 
large sums of money, but to a 
close student of results there can 
be no doubt that it pays. It is 
sometimes hard to trace the 
source of new business directly to 
advertising, but it is an easy mat- 
ter to see the cumulative effect of 
nine energetic years. For in- 
stance, six years ago, when the 
novelty had not yet worn off, a 
party was drawn to this bank by 
the attractive pictures of its club 
rooms for men. He was pleased 
with it and opened an account at 
the bank. As the years went on 
he had more and more reason to 
be glad of his connection with the 
Cleveland Trust Company. His 
relations with the officers and em- 
ployees were extremely pleasant. 
He found in them valuable 
friends. Naturally he told others 
about it. He “recommended” 


this bank. And these others that 
came in were no less enthusias- 
tic than he, for we do not treat all 
depositors “with like considera- 
tion?” 


Thus the advertising of 
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six years ago goes on doing its 
good work. In this connection it 
is interesting to note that sixty 
per cent of the new depositors at 
this bank give as their reasons for 
coming to us that they were “re- 
commended here.” We avoid the 
sensational and discriminate be- 
tween it and that which is not 
sensational because _ original. 
Above all we appeal to human 
nature and not only clothe our 
statements with convincing argu- 
ments, but draw attention to the 
help this company can be to indi- 
viduals as demonstrated largely by 
actual human experiences.” 

The magazine advertising of 
the Cleveland Trust Company is 
placed by Powers & Armstrong, 
Philadelphia. The company’s liter- 
ature, whether for local or na- 
tional distribution, has always 
been marked by a refinement of 
dress and printing that is charac- 
teristic. This is not secured so 
much by expensive paper, plates 
and presswork, however, as by 
good taste m arrangement, a 
proper regard for white space and 
a judicious use of color to bright- 
en solid facts. The advertising 
literature of this institution fur- 
nishes perhaps the highest ex- 
ample of attractiveness in combi- 
nation with financial dignity. 

—_—_~+o>_———_ 

“ANOTHER Spokane 
twenty-eight page book 
M. C. A. of Soctane, Wash., is ar- 
ranged in statement form to show the 
association’s equipment, work and _ pros- 
pects. Jacob A. Riis has contributed 


a preface, and the book is commend- 
able in tone and effect. 


Enterprise,” a 
about the Y. 
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NOTES. 


Five dainty cards, ez each with a pho- 
tograph of a seasonable bonnet on an 
attractive model, are sent out to’ the 
millinery trade by W. V. Snyder & 
Co.~ Newark, and make an exceptional- 
ly dainty bit of timely literature. 


Tue National Tribune, Washington, 

. C., issues a booklet describing its 
clientele, which is made up of 1,000,000 
pensioners who receive over $141,000,- 
ooo yearly. Statistics and diagrams 
are given, with suggestions on ways 
of reaching these people through the 
National Tribune. 

“PineAPPLes for Profit’ is the title 
of a handsomely printed, succinctly ar- 
ranged booklet describing the under- 
taking of the Fortuna Fruit Co., 
Porto Rico. 14 is sent out from the 
office of the plantation manager, at 
San Juan, Porto Rico, as a bit of 
investment literature. _ 


Tue Paper Buyer is a monthly jour- 
nal of small size, published by the 
Harper Paper Company, 10 East rth 
street, New York. It not only 
brief articles on technical and general 
subjects, but is also a monthly price- 
list of the company’s goods, and carries 
monthly as an insert a specimen of 
some kind of paper stock. 


“Wat to See in Springfield” is a 
happy-thought booklet rrom the Even- 
ing News, Springfield, Ill., giving sta- 
tistics and information about that city 
in a form that is not only acceptable to 
sightseers actually on the ground, but 

which also has the merit of posting 
general advertisers on the News’ terri- 
tory. The News is the only evening 
paper in the Illinois capital. 


A BOOKLET descriptive of Napa, Cal., 
written with a conservative regard for 
facts that rakes it convincing, is sent 
out by the Chamber of Commerce of 
that place, but is the joint production 
of that body and two local banks— 
the First National Bank of Napa and 
the Commercial & Savings Bank. Few 
institutions have so direct an interest 
as banks in the advertising of a town. 


“Tue Kiss of Gold” is an invest- 
ment brochure from the Southwestern 
Securities Company, Los Angeles, Cal. 
It describes the opportunities in mining 
stocks, drawing freely on the romance 
and lore of mining fortunes, and back- 
ing this up with comvincing figures. 
Though thoroughly readable, the bro- 
chure is also conservative im tone. The 
company publishes a monthly magazine 
for investors known as Southwestern 
Success. 


A. BOOKLET about the new edition “ 
Lippincott’s Gazetteer, from the J. B 
Lippincott Co., Philadelphia, deals with 
the labor that has spent upon 
this important work the past four years, 
showing fac-similes of proof sheets, 
pages of the former edition sientted 
for the present one, photographs of 
baskets of articles, final editions, speci- 
men pages, etc. brochure is well 
calculated to show what the work is 
and to give one respect for it, 


Tue German Daily Gagette, of Phil- 
adelphia, makes a practice of adver- 
tising its want columns in the English 
dailies of that city, calling attention 
to the fact that it reaches nearly 50,- 
ooo German-reading families, and that 
a German want ad will often find a 
servant where the English papers fail. 
This is an excellent idea that might ‘ 
used by other German papers, and 
even by English dailies vice versa. 


Two revivalists at Neodesha have 
about reached the limit with a half 
page ad of their meetings in a local 
paper, which reads: “Ho! Ye People! 
Special Sale. We are here with the 
goods. The bread of life. The water 
of life. Our price, ‘Come ye. and buy 
without money and without price.’ We 
propose to tell the mean people of 
Neodesha how to get good and the 
good people how to get better.”—Kan- 
sas City Journal. 








Advertisements. 


advertisements in “ Printers’ Ink” cost 
twenty cents a me) ror each insertion. $/0.40 a 
ime ver yer, ve per cent discount may 
deducted if — for m adrance of 2 ubli- 
cation and ten per ‘ent on yearly contract 
nid wholly in én ames of tirst publiostion. 
play rv tTypeand cuts may be used without 
but tifa ified 


charge. ition is 
on) Jor an Ta and granted : 
double will be demanded. 


WANTS. 


R $—Get 150 catch phrases, ¥ 
AMR ITERS—Ger 4 7 Bergen § 8t.. B'klyn. asl 


F you wish to sell your your _publishi beat ess, 
I Jeite FRANK #. NOX. alban v N.Y i 


Cres ST wants position; monemsoet 
“WwW. 8. D.,” 93 W. V. Mohawk St., Buffalo, N. 


oy. b rib aa a soon, ~soin 
‘or = le; price Ad 
“AH. hg = ” ro Bos 496, N N. Y. City, — 


A tveetmine service wanted, including 

ready-made advertisemerts, Send samples 
and terms. J. M K&NNEDY, Marlin, Texas, 
Fs Nagel eine solicitors or commercial m 

wishi side I‘ne for either merchants or 


new: rs.write SYNDICATE Ne 
sy 9 w TE FEATURE CO., 


([ HE _ciroulation “of the New York World. 

negueemr ee oneer te oo ay? of any other 
r in erica by more ti 

100,000 copies per day. ” _ 


p a 
CA EARLE etre cirenlation hustler. with some capi- 
bs a pS cones in pushing established 
GIPSON. Caldwell, ia _—— 


OSITIONS open, for oom t 
ae) oa 
booklet FFRNAL D'S NEWSPAPER MEN’S EX- 
CHANGE. 368 Main St . Springfield, Mass. 


HY not by more mone -~ 4 We help le 
better positions; i is of 
cppertantiios a open; write for 
aPGOODS: Suite 511, 511, 909 Broadway. N. Y. 


ONCERNING TYPF—AC} A Cyclopedia of F-very- 
tia da ane te for os Non- ie Adver- 
ine postpa: 
ag’ts wanted. A.8 SCARNELL. mio St.N.Y. 


AIL-ORDER man, American. 
. successful 
Knows how to mare, a new article 
or boom an ead one, Address “H.,”’ Box 448, New- 

port News, Va 
La ADVERTISER and mail-order dealer 
bl ge read THE \\ ESTERN MONTHLY. an ad- 
Fang ine. targest ir cirentation of any 
urnal in America. 


FSTERN MCNTHLY, rae aces 


+ HO, 















I Ne y+ Manager—A splendid opening 


in a first-class department store is open to READ the the Baltimore TELEGRAM, the only tubes 


a thoroughly experienced advertising man, who 


has the — and training necessary Sheena poral give us a card. 


full ¢ — will be 
strictly y contigentia but must state experience. 
Address * 28 Mint int Arcade, Philadelphia. 


EXCEPTIONAL OPPORTUNITY. 
Wanted hustling young man as advertis- 
ing manager of a thriving weekiy newspaper. 


Peetor one who wilt invest smail amount of ceive tne paper tor one one yeaz. 
R4ce ag homes in Tro} in Tres | end Sentoal Mews 
by using t Only 


ital in the eo coma Open 
gation ma? ERLIN AERA 
LD vb. BR —~ President. 


E EDITOR WANTED 

for twentieth century mpning daily in up- 

to-date New Engiand city. Bright caueative 
young man, capable of making his mark if 

tiven his cuance. Tie right map should become 


to full investi- 
LD, Berlin, 


owner, but ability more important than raphy, ete. 0 
ree —. Brilliant ponies, Address, at 
P. &.,” Box 426,New venir post ae many colors, 10¢. ‘ae PHIL. 
WEST, Superior, Neb. — le free. 


length and in confidence, 
York City. : 





YOUNG MEN AND WOMEN 
of ability who seek positions as adwriters 


and pA — i ~~ yoo = FRESH names ete 
uamns 0: NTERS’ Ly. e business jou ‘or names o: 
aavestisers, published weexiy at 10 ee St.. 20, 00 farmers in the Middle West mee gt 
ve inserted peril, typewritten. A P. COX, Sterling. 
—_——— ——— 


New York. Such advertisements will ve 

ac 20 cents per line, six wordsto the line. WRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than anv other publication in the United States. 


ANTED—Clerks and others with common to advertisers who Place ¢ eir contracts with the 


school educations only, who wish to quai- 


ity for reaay positions at $2 a week and over, to Fes Tainan Bening. ( hicago. 


write for free copy of my new prospectus and 
endorsements from leadin concerre every- 

—- One graduate filis 35.096 ge 
$5,000, any numver earn $ The best 
clothing adwriter in New York” ones his suc- 


cess within a few months to my teachings. De- 


mand exceeds su’ 1 7; 
GEORGE H. POWELL Advertising and Rusi- 
mess Expert, 1467 Temple Court. New York. 

—__ +> 

FOR SALE. 

SECURES trol of ith] a 
$5.00 —_ that will stand full vest: 
c= = rey able to devote part of time pre- 

Fess “D. Pinte ” Printers’ Ink. 
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Thirteenth year; 2c. agate line. 


daily. De ced dizect Ro too ine J in ci 
alone. Read by women. ma 27c. line, net. ad 


Curios, Stam fk i Cards, Photog- 











ADVERTISING MEDIA. 





ted weekly in the South. For 






HE EVANGEL. 
Scranton. Pa. 







NY person advertising in PRINTERS’ INK t 
the amount of $10 or more is entitied to re- 








County, Ohio, 







OLLECTORS Largest illustrated 100-page 
monthly, 3 mos. devoted to Coins, 






rgan of 8 doz. societies, over 23 
ds pay at cent aword. WiST sou. 



















ADDRESSES FO. FOR SALE. 










DISTRIBUTING. 


ISTRIBUTING in the Southern States _ 
ces results that are entirely satisfactory 








Write CHAS, BEKNARD, 








CLASS PUBLICATIONS. 


20,000 Buyers 
Of ($1,025.00 000 annually, 
Hardware, Housefurnishing 

Goods ete. 


Read every issue of the 
Hardware Dealers?’ 
Magazine. 

Write for rates Speci- 
men Copy mailed on re- 

















qu 
2538 Broadway. N.Y. 





Om Jeena daily, with without competition, in 
small city of great promise. at $7,000. Bus- 
iness has grown steadily for six years ‘and now 
app proximates $8,000 yearly. No job de ent. 
L- pocllons ch iy en ‘or any one wishing small, 
uie new: '. 
pa. gale’ No, 168 spaper property. 


PALMER. 


Ne te. 
wspaper Broker, Wee print Ro es, bookiets. circulars. adv. 


oll proniwey Rae York. 
15 Dearbo: 


oo Cteago. BLAIR PTO. co! 514 Main St.. 








——__+or—_— 
PRINTERS. 


RINTEKS. Write R. CARLETON, Omaha, 
‘Nev., for copyright lodge cut catalogue. 






ds. \\ rite for — — 
Cincinnan. 








a ee 
TIN BOXES. 


IE you have an attractive. handy package you 
will sel] more goods and get better prices for 
them. Decorat tin boxes have a rich appear- 
ance. don’t break, are handy, aod prererve ths 
contents. You can bay in one-half gross lots and 
at very lew prices. ° e ave the folks who 
e the tin boxes for Cascarets, isuylers. Vase- 
line, ‘Sanitol. Dr. Charles —_ Food. New Skin, 
ana, in fact. for most of the ig runs. ” Rut we 
pay just as much attention ye little fellows.” 
er send for our new illustrated catalog. It 
contains jots of valuable information. and is 
free. AM!RICAN STOPPER oom ary. WW 
Verona Street, Brookiyn. Y. e largest 
maker of TIN BOXES outside ‘tiie Tress, 





PUBLISHING B USINESS OPPORTUNI- 





Do You Need Printed 
Matter Of Any Kind? 


I have secured the gonvigevat te the Ls ga 
man in the ee oe orm, ! 
a what I am talking on and kiow 

y man. He is at your service if {do your 
printing: 1 I print — or everything get 
advertisements; or 1 will 

Pint a ake card or a large catalogue. 

indly write me, if interested. 
WM. JOHNSTON, 


PRINTERS’ INK PRESS, 
10 Spruce St., New York. 







































GPLEXDID culation Journal, 
$30,000, 





Other inte: 8 occupy owner. 
Persons qualified can learn ticula: 
Broker in Publehine Heep 
ker in ng perty, 
253 Broadw: 


way, New York 















CARDS, RDS. 


post CARDS iptoail very description are, yoade by 
} us. We sbipto rts of the wi 

ticulars on — “¥ SOUVENT i: POST 
CARD CO., 1140 roadway, N.Y. 
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£LECTROTYPERS. 


W E make the electrotypes for PRINTERS’ INK. 
We do the electrotyping tor some of the 
largest advertisers in the connt: Write us for 
rices. WEBSTER, CRAWFORD & CALDER 45 
8t.,New York. 


, 





IMITATION TYPEWRITTEN LETTERS. 


[eee Sree Typewritten Letters, - * Small Quan- 
tities at Smali Pri 100, 200. 95e. 
300. $1.25 ; 500, $1.95. By a Write ‘for booklet 
and specimens. HOPKINS Co.. 1 E. 42d 8t.,N. Y. 





DESIGNERS AND ILLUSTRATORS. 


poe = ing, lithograpning, art 74 
‘aving, Tra 
ing. "THE me RY STUDIO. 245 Bway. N.Y. 








rib desicad 
pare ENTS gaat PROTHOT ep, book mailed 
R. 8. & A. B. LACRY. Patent and 


Trane Mark Experts. Washington, D. C. 
Established 1869. 


——+oo——— 


DIRECTORY OF NOVELTY MANU- 
FACTURERS, 


Ae wanted to to well ad. ad novelties, 2i¢ com. 
3 samples, 0c J.C. KENYON. Uwego,.N. Y. 


RYSTAL Paper Weights with your advertise- 
ment, § i r i. Catalog adv. novelties 
free. ST. LO BUTTON CO. 8t. Louis, Mo. 


Ww RITE for sample and price new compination 
Kitchen Hook and Bill File. Keeps your aa 

re the housewife and business man. THE 
WHITRHKAD & HOAG Cu., Newark, N. J. 
Branches in all large cities. 


DVERTISERS—Write on your business sta- 
tionery for : sample MAN-I-Q. The MAN- 
1-Q is a_ new. low-price, pocket advertising 
specialty that will I bring Dist. (Patent pena 
ing.) OA . Manufacturers of 
Novelties, | .. - le 
en). 


HALF-TONES, 


G%? half-tone for either the newspa: 
MS ace ———— STANDARD, 61 Ann$ rect, 
ew York 


EWSPAPER HALF-TONES. 
IN 2x3, 75c.: 3x4, $1; 4x6, $1.60. 
cay mph ae 1 ensh accompanies the order. 
Sen 
KNOXVILLE ENGRA VING CO., Knoxville. Tenn. 


Hate toxe. or line productions. 10 square 
inches smaller. delivered prepaid. 7ic.; 
6 or more. 50c. each, Cason with order. All 
newspaper screens. Service day and night. 
b denn for circulars. ee < 
ewsp per process-engraver , x 
Philadelphia. Pa. Pa. 
—_+or—__—_. 


ADVERTISEMENT CONSTROCTORS. 





12 ADS FOR $2, 
Think of it—12 good_busin tting ads; 
enough fora month. Send me $2 and teil me 
your line. CHESSUM, Brantford, 











ied you were to write me for samples of my 
work. and look them over leisurely in the 
quiet of your office, vou could quickly determine 
whether or not“ MY” things were sufficiently 
unlike an usual “run” of such advertising matter 
as to make YOU feel like ordering eager ine of 
me. Making people “feel” thus is my only 

son for sending out such SAMPL: to those 


BOOKLETS. 

CARDS, NEWSPAPER and TRADE 50 JOURNAL 
ADVTS., ete., ete. I try hard— 

make usual” things, and some “think w with # fair 


io. i FRANCIS IL, MAULE, 402 Sansom St., Phila. 


COIN CARDS, 


© PER 1,000, Less ror more any printing. 
$53‘ TAE COIN WRAPPER O.. Decroit. Mieb. 


——___-+e>—______ 
CARD INDEX SUPPLIES. 


HE CARD INDEX QUESTION will be quickly 
and easily settled by eve, — and 
pelos. from the manufacturers. This means us. 
STANDA RD It INDEX CARD. COMPANY, 
Rittenhouse Bldg., Phila. 
—-- +e 


MAIL ORDER. 


D* HUISVRIEND; mail-order journal; through 
8 States; 7c. agate line. Grana Rapids, Mich. 

gg naan pes ADVERTISERS—Try b to 
ouse advertising; it wil pay you far. our 

men will deliver fied circulars and catalogucs 
direct to the mai.-order buyer. You can reach 
ple who never pack @ paper of any description 
rom one year’s to anotber. When once 
reached the rest is ¢ nay We have reliable agents 
well located throughout the United states and 


Canada, and are in & position to place advertising 
matter in the hands of any aesired class. OU 
fe pe nan DIRCTORY will be sent free 

of charge to advertisers who desire to make oon. 
Suaete Lad _ ms. distributor. We guara 

Correspondence wolicite4. 

War ONAL ADVERTISING. Co.. 700 Vakland 
Bank Building, Chicago. 


ADWRITING. 











For Gompositors — 15 
measures on a 
rule. Punched to hang 
or case. Measures 
126 lines of Agate. 


Compositors find “ THE ADWRITER’S 
mwah gl a wg necessity on the case—bein; 
flat, it eoge no room. It is o! 
Lithogeaphed m R ep oe gg pe moda 
and is pynched for han It 
5 6,8, 10,12, 14 (both leaded ‘and wold). 16, 18 
= an ,and all oe of My joy Each 
re is 4in. —the Agate measure 
as tines to the ineh)! is 9 Saehen. All meas- 
ures are plainly marked and sorupate. it 
contains the proofreader’s marks, 
information; and gives brief — tees 
gent instractions on adwriting. 


By mail, 50 cents. Send for folder. 


L. ROMMEL, JR., 


61d Merchant St., Newark, N, J 











+O 
ADDRESSING. 


NVELOPES. addressed fo for 75c. per 
pers _—— our own list. We sell tt the 
Standard Auto Addresser. Write us. B. F. 
JOLINE & CO. +» 123 Liberty 8t., N.Y. 


SUPPLIES. 


ples. bane > O10 St., Phila. 
WALL CALENDARS TuNE 


at reasonable prices. nw for catalog. 
Fifth St., above Chestnut, Phila. 


;OTE HEADINGS of Bond Paper, 5x8 

inches, with envelopes (laid p). 100 for 65¢,; 

250 for $1.10; 500 for $1.60; 1,000 for $2.50; 2.000 for 

50; 5,000 for $11.00 Send forsampies MERIT 
RESS. Bethlehem, Pa 

D. WILSON PRINTING INK Co., Limited, 

e of {7 Spruce 8t., New York. sell more mug- 

— cut inks than any other ink bouse in the 


“dporeel prices to cash buyers. 


BEBt4 RD’S Cold Water Paste is in dry powder 
form. mixes by adding cold water; - — 

no odor. no Saat, will not 

made. Sam pack: free. ‘BERNARD'S 

AGENCY, Saad is Bi ing, Chicago. 
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4 DDRESSING M: MACHINES. 


DDKEXSING MACHINES—No type used in 
the Wallace ear aaaressing machine. A 


card index system of adaressing used by the 
largest vublishers MOR ay fee country. Send 
for circula: id ing at low rates, 
WALLACK & CO.. 29 Murray St., New York. 
1310 Pontiac Blig.. 358 Dearborn St., Chicago. Ill. 
——_o" 
PREMIUMS 


ELIABLE goods are trade builders. _Faee- 
& sanas of ve pr 
pubiishers and others from the foremost eners 
and whoiesale es in avers and kindred 
lines. 500-page list price illustrated catalogue, 
gamed annually, 34th issue now ready; 
F. MYERS CO.. 47w. and 49 Maiden Lane. N. © 
a em 


ADVERTISING AGENCIES. 


A. O’'GORMAN AGENCY. 1 Madison Ave. 
o N.Y. Medical 1 journal advtg. exclusively, 


OLDEN GATE ADVERTISING Aig 3400-8402 
Sixteenth St., San Francisco. Ca) 


URTIS-NEWHALL CO. Fegan 1895, Loe 
Angeles, Californi 8. A. Newspaper, 
magazine. trade paper A Fy 
M\HE GW. L. IRELAND ADVERTISING AGENCY 
Write for particulars of the Ireland Service. 
9% Chestnut Street, P| 
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COIN MAILER. 
1,000 *ee¢idie,, apy prneng: dome 


LOFTIS SYSTEM 





DIAMONDS 


For Christmas Presents 
Wh a cheap, ordinary Present, 
whenatt! five or ten dollars for first er, 
ment you can give a beautiful Diamond 
a or High Grade Watch. 
‘he Famous Loftis System — 
youtodo this. ‘Write for details. Our B is 
Christmas Catal e isa veritable Gol 
Mine of beansital’ Christmas Ao Sugges- 













tions, with i id you can se eo: 
riate Presents 5 for both young and old, 
1000 handsome illustrations. Write today 







for acopy. Don't delay, write to-day, 


Dismend Cnite Outters 
ie 9 
OF TiS ... ate, 








A LBERT FRANK & CO., 26 Broad Street. N. Y. 
— Advertising’ Agente. Established 

cago. hiladelphia. Advertis- 
oer re kinds ginsed ¥, every part of the world 


ARNHART AND S\ASEY, San yreneten— 
La agency west of Chicago; employ 60 
people; save advertisers by aavising judiciousiy 
newspapers, billboards, walls. cars, distributing. 


| a: S surprising how much can be done in Can- 

hey a vice rs well chosen —_ u 
FR rae solicit correspondence. 
THK DESR AN TS ADVERTISING AGENCY, 
Ltd., Montreal. 








ZINC ETCHINGS. 


D™= LINE CUTS at six cents per square inch. 
STANDARD, 61 Ann St., New York. 


———__ +r 
TRADE JOURNALS. 
66 Rt ESTATE.” Amsterdam. N. ¥.. circu- 


jation 3.000. for real estate dealers and 
owners; $ia year; names of buyers each month. 


ee 
MAILING MACHINES. 
HE DICK MATCHLESS em lightest 
and quickest. Price $12. “ge 3. YALER INE, 
Mfr., 178 Vermont St., Buffalo, 
pei ctl 


POSTAGE S GE STAMPS. 


NUSED U.S. or Can.; ‘an.; ship c.o.d. R. E. ORSER, 
broker, R. 6. 94 Dearborn St . Chicago, 11). 








PAPER. 


B BASSETT & SOTPHIN. 
pkey St.. New York Ci 
——- e. eee 


Coated pa: } Perfect 
White for Pbich grade cate 


Profitable Tea and 
Coffee Publicity. 


If you’ve anything to sell to the 
tea and coffee trade it — pay you 
to investigate the merits of 


The Tea and Coffee 
Trade Journal 


the recognized and exclusive - 
of the tea, coffee, spice and 
grocery trade. y 

Beca use—It is not a “house or- 
gan 


_ is not merely local 
in its circulation, as is the case with 
most of the grocery papers. 

Because—Iit has the lar 


t list of 
id subscribers and reaches all the 
nancially msible payers 


throughout the United States and 


Because—It is the only paper in 
the coffee and grocery trade 
willing to make its gen subscrip- 
tion list a clause in its advertising 
contracts 

Write for rate card. 


THE TEA AND COFFEE TRADE JOURNAL 
“The Blue Book of the Trade,” 
91-93 Wall Street, New York. 

















G Type F Free 


2D JE Kk ype LYE 
troduced NICKEL ALLOY T 
Sold as cheap as any and DEL 

Write for Specimen Book of pn pe up-to-date faces. 


, Meriden, Conn., Fr x A., in- 
(PE in omy he Itis BETTER type. 
EE. Express paid. 
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WHERE the WEALTH Comes From? 


Here are a few more figures bearing upon the question of 
the tremendous buying power of the people of the big farming 
States. ‘Taking the Government’s figures on yields of commodi- 
ties mentioned, and a fair average of prevailing market values, 
we get the subjoined prodigious financial exhibit of the wealth 
of agricultural America: : 








Articles, Production, Per bu., etc, 


025 

-60 

55 

64,500,000 tons 8.25 
260,000,000 bu -60 
10,740,000 bales 50.00 
56,000,000 head 50.00 
48,000,000 head = 13.50 


$6,636,225,000 
1,301, 225,c00 


Staggering in their magnitude, these figures clearly confirm 
the contention that no other element in our population at the 
present time is in such a strong financial position as the farmer, 


In the Middle West particularly, the conversion of corn and 
cattle, hogs and wheat into cash is fairly revolutionizing the 
farmer's style of living. Big red barns and commodious mod- 
ern homes are everywhere coming in evidence, The younger 
generation is claiming the comforts and conveniences of mod- 
ern civilization. The trolley, the telephone and free delivery, 
road improvements and snug bank accounts are making life 
worth living throughout tremendous areas which but a decade 
ago had not been quickened by the pulse of sustained 
prosperity. 

The big farmers and stockmen of the West are annually 
digging up infinitely greater wealth than is coming from all the 
gold mines of the earth. They are the great sustaining power 
to-day underneath all this extraordinary business activity. 
Their money is moving by the million. 

One has but to examine the better grade of farm newspa- 
pers and compare the best of them with the best of a decade 
ago to see how this great wave of agricultural prosperity has 
advanced in recent years the standards by which life in the 
country is measured. They are leading the way up to still 
higher ideals and thereby broadening the market among their 
constituents for a class of merchandise that formerly had no 
place on the farm. The up-to-date farm papers have a con- 
stituency to-day that any advertiser should be only too glad to 
reckon with. 
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Measured By 
Every Standard of 
Advertising Value 


the following eight papers are known to be absolutely the 
best mediums through which to reach the most progressive 
and well-to-do farmers and their families living in the 
richest section of the Union. 


THEY PRODUCE CASH RESULTS 


not only in direct sales, but by creating a demand on the 
dealers living in towns of 10,000 inhabitants or less. Over 
sixty per cent of the entire 80,000,000 people living in the 
United States reside in these small towns. The magazines 
do not reachthem. We do. If your trade is slack with 
the small dealer use these papers for a year and you will 
be surprised at the increase in your sales. 


* BREEDERS’ GAZETTE, Chicago, IIl. 

* WALLACE’S FARMER, Des Moines, Ia. 
* FARMER, St. Paul, Minn. 

* DAKOTA FARMER, Aberdeen, S. D. 


OHIO FARMER, Cleveland, Ohio. 
MICHIGAN FARMER, Detroit, Mich. 
WIS. AGRICULTURIST, Racine, Wis. 

* HOARD’S DAIRYMAN, Fort Atkinson, Wis. 


May we talk it over with you ? 


WALLACE C. RICHARDSON, 
Eastern Advertising [anager, 
725 Temple Court, New York City. 
Telephone 5561 Cortlandt. : 


% Represented in Chicago by GEO, W, HERBERT, 715 First National Bank 
Building. 
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Anxiously Waiting. 


Epray, W. Va., November 19, 1905. 
Printers Ink Jonson, New York, N. Y.: 

Dear S1r—As [ have not yet received a copy of your ink catalogue 
I write you again. I seein the /n/and Printer that it is now out, 
and as I will soon want more inks [ shall be pleased to have a copy 
when convenient, Yours respectfully, G. W. MARSTON. 








The demand for books seems to be increas- 
ing daily, and soon my supply will be ex: 


hausted, File your application immediately 


so you will not be disappointed, as it may 
mean a saving of many dollars to you. Money 
back when customers are dissatisfied with their 
bargain, Address 


PRINTERS INK JONSON, 
17 Spruce St., New York. 


































































































“VOGUE” IN THE VAN. 


From Printers’ Ink, Nov. 8, 1905. 


ADVERTISING IN LEADING WEEKLY 
MAGAZINES FOR OCTOBER. 
Totals for October . 








Ag. Tines 

WER waxssecorse niekeas 41,683 
Saturday Evening Post... 39,993 
4g SERS eae 39,507 
Gatiook ......- ° +e 36,100 
Literary Digest ... 29,283 
Churchman....... oe 21,203 
BBs ckakscarccnstspaosens 18,gor 
Associated Sunday Maga- 

SE dschies. Sbabnesnence 18,267 
Independent ...... 18,105 
Christian Herald. 17 906 
Town Topics...... 16,274 
Public Opinion .......... 14,552 
Scientific American,..... 14,052 
Leslie’s Weekly.......... 12,290 
Harper’s Weekly......... 11,111 
Illustrated Outdoor News 91336 


A sample copy of Vocus will be mailed to anyone who will cut out this adver. 
tisement and send it to Vocus with his name and address. This virtually is a ree 
quest by Vocus that the readers of Printers’ Ink aly and criticise the week] 
magazine that has the greatest quantity of advertising. - And if Vocus be examin 
carefully, the reason for its being in the van will appear. But some examiners will 
only see that it is different from any periodical that ever was or is, and that the 
course of fashion is a profound, delightful and absorbing study. 


VOGUE, 11-13-15 East 24th Street, New York. 
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A Circulation “ Stunt” 


The Metropolitan 
Magazine 


4 A year’s subscription to the METROPOLITAN and 


d Lite Membership in the Tabard Inn Library are 


offered for $1.80, the regular price of the maga- 
zine only. 


* This combination is being advertised in promi- 
nent dailies from coast to coast by announcements 
which will, altogether, aggregate over a million 
agate lines space. 


“ Full page ads have appeared in the December 
issues of such magazines as Atlantic Monthly, 
Collier's Weekly, House Beautiful, International 
Studio, Life, Pacific Monthly, Reader, Strand, 
System and Theatre. 


“So valuable a proposition at so small a price 
probably has never before been offered to the 
reading public. 


“ Special posters advertising the combination are 
being hung in the 1,500 exchange stations of the 
Tabard Inn Library all over the United States— 
many of such stations being located in small cities 
and towns. 


{ It will be in the interests of every one of the 
1,500 agents of the Tabard Inn Lit rary to consti- 
tute himself a canvassing agent of 


The Metropolitan 
Magazine 























BY GEORGE ETHRIDGE, 


READERS OF FRINTERS' 
CRITICISM OF COMMERCIAL ART 


count for anything 


If “results” 1 
the advertisement designated as 
No. 1 is the banner ad of the year 


—insofar as this department is 
concerned—for it has brought 
more letters of adverse criticism 
than any other one advertisement. 
The letters have come from all 
parts of the country. A Vermont 
newspaper man says: “I have seen 
many good, bad and _ indifferent 
advertisements, but this seems to 
me the limit of poor advertising. 
Why an advertiser will accept 
copy such as this is beyond my 
conception. One glance at the 
picture and you turn away in dis- 
gust, and with the impression that 
the girl is trying to balance the 











i} 4 
2 arte rs Co a 
The Delicious 
Chocolates and Bon Bons 
ne confectionery. They 
nest sdb that can won be prod ed 
and under the most cleanly vonditions. You will be 
rised and delighte! with their exquisite flavor 
the elegant prckage, compared with others. 
‘ou ever had any really fresh candy? 
Oc. for a box one-fourth regular size or 80c. 
in 2 a “waged (more than a pound) box postpaid 









‘We offer the 10¢. box at some it onay 
to see for yoursel iy os caer fey yen 
Delicious" and the other ki hind, 

Dealers everywhere sell our candy. 


Rochester Candy Works, Rochester, ns. 


No.| 


box of candy on her nose.” A 
Pine street broker takes the time 
to roast this advertisement and 
says: “How any one can pay good 
money for a thing of this de- 
scription is to me inconceivable.” 

There is one thing that this ad- 
vertiser can claim—and that is 
absolute novelty. No one has be- 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 







33. UNION SQUARE, N.Y. 


PREE OF CHARGES 
MATTER SENT TO MR. ETHRIDGE. 





fore taken such liberties with the 
feminine features; the idea of 
mortising a woman’s face .and 
sticking a box in the hole is 
certainly remarkable but not com- 
mendable. The illustration mark- 








No. 2 





ed No, 2 shows the box of candy, 


affords the same amount of space 
for reading matter and does not 
subject the lady’s features to crim- 
inal mutilation. 

+ * * 


This Fels Naptha Soap adver- 
tisement occupies a full page in 
some of the magazines. As a 
usual thing one picture of the ar- 
ticle advertised is far better than 
half a dozen. When but one pic- 
ture is used it can be given plenty 
of space and is apt to be more 
striking than several pictures: of 
the same article. In this particu- 
lar case, though, the rule seems 
to be violated with exceptionally 
good results. It is a difficult ad- 
vertisement to pass by and there 
is something graceful and attrac- 
tive about the manner in which 
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the pictures are arranged. It 
pleases the eye and tempts the 


















‘Ask any woman who uses 
Fels-Naptha soap why she 
uses it, and you'll get more 
money-saving, labor-saving, 
health-saving reasons than 
would fill this page. 

Fel Nepthe is the ofe ching that 
washes clothes absolutely clean, sweet 
and pure prrtn olling ‘or scalding. 
The one cmp a — dissolves 
and loosens dirt on lukewarnt 
water without dkny the most deli- 












seute fabric, or discomforts 
‘and with half the usual work, in aly 














owner of the eye to read the ad- 
vertisement. 
* * * 
Here is a quarter page adver- 





SERVICE 


Your eflice efficiency ts 
determined by your “mail” 


l.e., the way your Brains 
are put through your Type- 
‘writer. If you lack either, 
the other’s small value. The 
best commercial brains in 
the world have decided the 


VISIBLE 








tisement of the Underwood ithe. 
writer which is both novel and 
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striking and makes a good point in 

an attractive and impressive way. 

This is a strong and well balanced 

advertisement that looks well and 

is sure to be seen in any company. 
* * * 


Here is an advertisement which 
looks excellent at first glance but 
does not improve with acquaint- 
ance. The name “Bishop’s Cali- 
fornia Preserves” is well display- 
ed and as far as appearance is 
concerned the ad has many com- 
mendable points. The trouble 
with it when one comes to read it 
is that it doesn’t answer the ques- 
tions that would naturally arise 
in the reader’s mind. “How many 












CALIFORNIA'S FINEST 
TRIBUTE to the DINING 
TABLES of the WORLD & 


These fruits are the only 
rves in the world 
guaranteed by $1000 to 


contain no substitutes 
for pure fruit or sugar 


Bishop and Company, California 













varieties are there?” “In what 
sized package or packages are 
they put up?” “How much do 


they cost?” “Are they high 
grade, first quality goods or 
medium?” “May they be bought 


at grocers generally?” “Has the 
advertiser any descriptive matter 
with reference to his goods?” and 
last, but not least, “Where are 
these goods prepared?” “Bishop 
& Company, California,” is rather 
an indefinite address. All these 
questions might have been 
answered in a few words but none 
of them is so much as_ touched 
upon. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model Sar ideas ‘tal window 
cards or circulars, and any other suggestions for bettering this departmen 








Tue Oscar L. Triccs Pusiisnine Co., 
355 Dearborn Street, 
Cuicaco, Ill. 
Editor Ready Made Department: 

The enclosed ad has attracted a great 
deal of attention, It is new in one 
point—it is signed by the writer as an 
aiticle would be. What do you think 
of it? Yours truly, 

Oscar L, Tries. 





The ad referred to, reproduced 
below, is from the Chicago Rec- 
ord-Herald. It is a good ad—a 
very interesting one, and it ought 
to create a desire to see Tobey’s 
Morris Room and to read Morris’ 
books as well. There is no doubt 
that many people have wondered 
who Morris was, that this expla- 
nation will give them greater in- 
terest in anything that bears his 
name and lead them to buy many 
such things purely because of 
their association with that name. 
I doubt if the signing of an ad 
by its writer will add a cent’s 
worth to its pulling powers unless 
he is generally known to be an 
cuthLority on the subject treated. 
In fact, without the explanation 
in the above letter, I should have 
wondered more about Mr. Triggs 
and what he had to do with the 
case, than about Morris, even if I 
had not already known who 
Morris . was. Naturally that 
would have drawn my attention 
from the ad and rendered it less 
effective in my particular case. 





“WHO WAS MORRIS?” 

A visitor in the Capitol City, 
being shown the monument, as 
“And who was Washington?’”’ Unpar- 
donable een, you exclaim. What 
would amg a you overheard a 
seemingly intelligent woman whisper to 
her companion as they were viewing 
the beautiful Morris Room in Tobey’s: 

“And who was Morris?” 

It is of course known that some one 
by the name of Morris designed the 
“Morris Chair.” But it is not so gen- 
erally known that the Morris who 
designed the chair was the same man 
who wrote “The Story of Sigurd,” the 
greatest epic of the Nineteenth Cen- 
tury, and the “Story of the Glittering 
Plain,” the most beautiful of modern 
romances, and “News from Nowhere,” 


the most effective of social Utopias. 
The point of this recital is to calf 


on 





ur attention to this fact: When 

filliam Morris gave up poetry for 
wall papers and chintzes and tapestries 
he carried his poetry over into the de- 
signs for the new material. A Morris 
wall paper is a poem in line and color 
and natural suggestiveness, 

The next time you are in London 
go down to Merton Abbey and see how 
the Morris rugs and carpets are. woven 
and how the wall papers and chintzes 
are printed, 

The next time you are down in Chi- 
cago call at Tobey’s and see the Morris 
Room and the wonderful fabrics de- 
signed and made by one of the world’s 
great poets. (Oscar L. Triggs.) 


THE TOBEY FURNITURE CO., 
Wabash Ave., Chicago. 





A Good and Seasonable Ad That Was 
Typed With Exceptional Taste in the 
St, Joseph (Mo.) Gazette. 


A Sale of Rich 
Cut Glass. 


Underpricing worth while 
—a sale of articles which 
will serve to greatly bright- 
en the festive board on 
Thanksgiving 
Day. 

New cuttings—bright, rich 
and perfectly executed de- 
signs—such wares as one 
would naturally expect of 
the “West’s greatest Cut 
Glass emporium.” 

$7.50 Bon Bon Dishes at 
$5.25. $7 Bon Bon Dishes 
at $4.75. ai ; 

Patterns rigidly exclusive, 
Dainty, fashionable shapes. 

$12 Footed Cut Goblets 
now, per doz., $9. $12 
Footed Champagne Glasses, 
per doz., $8.75. $15 Footed 
Claret Glasses now, per 
doz., $10.50. $10 Footed 
Wine Glasses now, per doz., 
$6.50 

Reductions averaging from 
25 to 331-3 per cent off. 
The fall lines of Cut Glass 
shown here now are noth- 
ing short of marvelous— 
never yet has St. Joseph 
seen such a transposition of 
“crystaldom.” 


REGNIER & SHOUP, 
St. Joseph, Mo. 
































PRINTERS’ INK. 


A Lively Introduction to a 


233°235 Fifth Avenue, 
Pittssurc, Pa,, Nov. 6, 1905. 
Editor Ready Made Department: 
Enclosed find copy of a little ad that 
appeared in the ~— Dispatch of 
Mercer; Mercer Co., 
What do you think - it? 
Respectfully, 
Cuas. W. Conran. 





WAKE UP, 

Parents, before you help to send your 
children to State’s prison by buying 
State’s prison make of stoves. Every- 
body says go to Robins’ to save $3 to 
$5 on stoves. Send us name of any 
who want stoves and get a present. 
Ohio, best steel range on earth. Oaks, 
$5 to $20. 

ROBINS, THE GREAT STOVE MAN. 


I should say that a little less 
talk about State’s prison and a 
little more talk about stoves would 
sell more stoves. Or that, if the 
children of thoughtless parents 
who buy State’s prison stoves are 
in danger of getting behind the 
bars on that account, Mr. Robins, 





“The Great Stove Man,” should 
take two inches of space in- 
stead of one inch, and say 


just why the State’s prison stove 
attracts children to the institution 
where it was made. Some people, 
again, might be more interested to 


know why the “Ohio,” is “the best 
steel range on earth,” and how 
much it costs; also whether 


“Oaks” are cooking or heating 
stoves, 





An Excellent Idea—One That Gives 
Oprortunity for the Most Attractive 
Display of Everything Pertaining to 





the Thanksgiving Table. From the 
San Francisco Chronicle. 
You are cordially invited 


to our annual display of 
Thanksgiving 
Tables 


which begins this morning. 
The newest and finest 
productions in China and 
Glassware—our recent im- 
portations—will be a part of 
the display, which will ex- 
press latest ideas in 
table arrangement. 


NATHAN-DOHRMANN 
COMPANY, 


122-132 Sutter St., 











" San Francisco, Cal, 
a 
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Large 
of Descriptions and Prices i 


orcester (Mass.) Evening Post. 





You'll Need 
These Articles 
for Thanksgiving 


“Get ready for Thanks- 
giving!” 
word now. 
dreds of little things—and 
big things, too—that you'll 
need for home adornment or 
comfort before the festive 


turkey is carved. Sherer’s 
is a good place to buy all 
these needfuls. Not only 


will you find prices 
but you will find that our 
qualities are second to none, 
and that we fully guarantee 
and 
article we sell.—Your money 
back if you want it. 
at this time we are espe- 
cially well equipped to sup- 
ply your every Thanksgiving 


want. We don’t ask you to 
buy. We simply suggest 
that you see what we offer 
you and compare prices— 
We'll leave the rest to you. 
SHERER’S, 
Worcester, Mass. 


That’s the watch- 
There are hun- 


lower, 


stand back of every 


Just 





Another Thanksgiving Thought, 
a Description and a Price. 


J 
With 








Before Thanks- 
giving Sale of 
Dinnerware 


Now is the time to buy 
that new Dinner 
have been wanting so long. 
Buying now is not a ques- 
tion of luxury—it may be a 
necessity 
you’ve absolutely 
—but it must be purchased 
sooner or later 
concessions make it an ob- 
ject for you to bu 

Special Dinner 

56 piece Porcelain White 
and Gold Dinner 
consisting of: 6 
plates, 6 6-inch plates, 6 7- 
inch plates, 
plates, 6 sauce dishes, 6 in- 
dividual butters, 6 cups and 
saucers, 1 platter, 1 covered 
dish, 1 7-inch baker, 
I creamer, 1 covered sugar, 
regular value $7. 
giving price, $4.75. 


Set you 


before 
“got to”’ 


bought 


and price 


now. 
ervice, 


Service, 
5-inch 


6 7-inch soup 


1 bowl, 
hanks- 


SHERER’S, 
Worcester, Mass. 
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In last week’s issue I objected 
to the use of the word “gents,” 
as being undignified if not in some 
cases actually repellant, but the 
effort to also make it appear ri- 
diculous by comparison with 
“lades” was made futile by the 
printer, who made me say “ladies” 
instead. 


A Few Prices Would Have Helped 
This One Considerably. From the 
Bangor (Me.) Daily Commercial. 








Thanksgiving 
Furniture. 


Pres. Roosevelt has just 
anounced that Noy. jo is 
to be officially observed as 
Thanksgiving Day. Does 
that mean a dinner party at 
your house on the 3oth? 
If yes, then you’d better be 
thinking now about the new 
dining-room furniture which 
you will need. We are 
bountifully stocked with the 
newest and best ideas in 
dining tables, dining chairs, 
sideboards, china closets, 
and so on—just the kind of 
furniture you will need to 
make your dining room 
quite up to date. We'd de- 
light to show you_ these 
goods at your convenience; 
we know you’ll be gratified 
at the moderate prices we 
have set all along the line. 


HODGKINS & FISKE CO., 
Bangor, Me. 
- 








For a Watch Repairer. 


Now Look Out! 


Now look out for watch 
troubles! The first touch of 
cold weather is apt to hard- 
en the oil—that strains the 
mainspring and affects the 
motion. It’s the wisest 
thing you can do to have 
your watch examined at this 
time of year. If it is in 
good order we'll let it 
alone: if it needs repairing 
we'll do it thoroughly at a 
moderate price. 

Few watches are cleaned 
and oiled as they ought to 
be—once a year. People 
usually wait until something 
breaks. The other way is 
cheapest in the end and 
saves the watch. 


P. G. DIENER, 
Jewelry and Silverware, 
a 410 Market Street, 





Harrisburg, Pa. 














Print This One, Mr. Laundryman, 
Some Monday Night or Tuesday 
Morning When the Mercury is Ling- 
ering *Way Down Toward the Bulb 
on the Thermometer. It’s a Good 
One. 





cial 


Prying 
the frozen clothes from a 
frozen clothesline with a 
frzoen pryer in _ frozen 
weather isn’t what anyone is 
likely to hanker for. We 
take this burden from you 
by doing the hard part of 
the wash, such as the sheets 
and pillow slips, on which 
we make a special price. Thie 
eliminates the prying  pro- 
cess. Goods called for and 
delivered quickly if you say 
the word. 


MORTON BROS., 
Launderers & Cleansers, 
Taunton, Mass. 











From the Virginian Pilot, Norfolk, 


We Will Move 
Your Piano. 


This is the only place in 
the city that has men and 
rig used exclusively in mov- 
ing pianos, and after you 
are moved we will tune, 
polish and repair your in- 
strument at the lowest pos- 
sible price. Only experi- 
enced men employed. 

CHAS. M. STIEFF, 


Norfolk, Va. 











Good Bait for Thanksgiving Trade. 





This 75c, Carving 
Set To-morrow 


at Igc. 

One of the greatest 4-hour 
special sales we’ve ever of- 
fered. An all steel carving 
knife and fork, exactly as 
illustrated. The knife is 
full 13 inches long and fine- 
ly shaped; the fork is ten 
inches long, with finely riv- 
ited guard. The quality of 
both knife and fork is A 
No. 1, and no store would 
sell them regularly under 
75c. 19c. will be the price 
for the 4 hours—none sold 
before 5 o’clock. One set 
to a buyer, and none sent 
C. O. D. or delivered. 

HECHT’S, 
Washington, D. C. 
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Just a Word to Suggest Thanksgiving 
Would Have Made These Things 
Seem a Necessary Part of the Fes- 
tivities—for Instance, “Something 
For You to Think About When You 
Think About Thanksgiving.” 





Something For 
You To 
Think About 


Silver plated nut set in 
case, one cracker, 6 picks, 


2c. 

Silver plated nut sets in 
case, 2 crackers, 12 picks, 
$1.00. 

Carving set, anvil brand 
of steel, stag horn handle, 
special price, $3. 

Bird carvers, 
handle, $1.25 pair. 

Regular size meat carvers, 
anvil brand steel, stag horn 
handle, $1.50 pair. 

Salts and tg og 
solid silver caps, 38c. 

Fern dish, full neti filled 
with pretty ferns, $3. 

Crum pan and _= scraper, 
butler finish, special price, 
$2 pair. 

THE An. SAWYER 
{PANY, 


dcasuane Mass. 


stag horn 


B 











Good Argument for Suburban 
Estate. 





People Live 
Longer 


who live out of town. 


And 
they live lots bettes and 
happier too. Maybe you can 
afford to stay in the city but 
can you afford to keep your 
children there. Why not 
give them a chance to grow 
up where they can grow 
best? “Oh” you may say, 
“they'll = miss the city 
school.” At Haddon Heights 
they won’t. That’s one of 
the things we’re strong on 
—schools, We'll =match 
ours in methods and results 
with the best. It wouldn’t 
do to have a second rate 
school where the standard of 
other things is so high. 

HADDON HEIGHTS 
REAL ESTATE CO., 

Philadelphia, Pa. 

Train or trolley. Market 
or Chestnut St. Ferries. 
Why not come out Saturday 
afternoon? You'll enjoy 
the trip anyway, 











Some Good Potato 
= (Mont.) Evening ‘News. 
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Too Bad to Handicap so Good an Ad 


by Leaving Out Prices, From Wash- 


ington (Pa.) Daily Reporter. 





Wrap Up 
Some Hot Water 


within a good hot water 
bottle and apply it to the 
frigid section of the bed, 
down near the foot, and you 
will pass the winter devoid 
of the terrors of cold feet. 

Hot Water Bottles are 
needed in every home as a 
hot application in case of 
sickness or attacks of neu- 
talgia, toothache, etc. We 
have our fall stock. These 
bags are made of finest rub- 
ber and are sold at reason- 
able prices. 

See the New Thermalite 
Bag. 

L. S. VOWELL, 
Druggist, 
62 S. Main St. 

Phones — Bell, 

Federal, 228. 


Washington, Pa. 


114-2; 


Talk, From 





| Potatoes for 


Winter 

The October freezes play- 
ed great havoc with vege- 
tables in Montana and Idaho 
—potatoes especially, Dur- 
ing the past few weeks the 
greater part of the potatoes 
shipped to Butte have been 
selected from frosted fields. 
For your winter’s supply 
these will not do. By per- 
sonal work, at a large ex- 
pense, we have succeeded in 
getting quite a number of 
carloads of nice white sel- 
ected potatoes that were 
dug and housed before any 
cold weather. These will 
commence arriving Tuesday. 
Our aim is to deliver them 
direct from the cars to our 
customers and avoid the ex- 
pense of double handling. 
Our price may seem high 
now, but it will appear very 
low compared with the price 
fancy potatoes will bring 
next month. We strongly 
advise purchasing now, al- 
lowing us the rivilege of 
a day or two for delivery. 

Fancy white selected po- 
tatoes. 

Guaranteed free from 
frost for winter storing. 

100 pounds, $1.10, 

LUTEYS, 
Butte, Mont, 
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Rowell’s 
Forty Years an 


Advertising Agent 
in book form 


Will be ready for delivery on Tuesday, 
January 16th, 1906. 


Will be a book of between five and six hun- 
dred pages of PRINTERS’ INK size, set in long- 
primer, leaded. 


The price will be $2.00. 
Will be sent, postage paid, to any address 
on receipt of price. 


Three copies of the book and a coupon good 
for one year’s paid-in-advance ‘subscription to 
PRINTERS’ INK will be mailed to one address for 
Five Dollars if sent in before January 1st, 1906. 
The coupon is transferable, or may be applied in 
extension of a present subscription. 


THIS OFFER IS ONLY GOOD DURING 
THE PERIOD ABOVE STATED. 


Address, 
enclosing check, Cuas. J. Zincc, Manager 


Pures! be Hablshing Uo, 10 Come Lee 


New York City. 








